MAIL ORDER ‘CLEAN UP’ DRIVE: 
CO-OPERATIVE SCHEME FOR WINE 


eekly 


q THE ORGAN OF BRITISH ADVERTISING 


_ SHE cried out for COLOUR 


Regivtered at G.P.O. as newspaper 


GALA make a natural choice! “GALA means colour” and only full colour in Odhams 
periodicals could do justice to their brilliant range of cosmetics and dominate such an enormous 
market. Make full colour in these three proved No. 1 magazines the solid foundation of 
your sales plan for ‘53 — and employ the greatest selling force in Britain today. 


HAKRIS KAMLISH, ADVERTISEMENT DIRECTOK, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.c.2 
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To The Editor.. 


‘All fingers and 
thumbs’ 


Sin, —The question of adverts 
ing’s status has been raised in 
Professional People (reviewed 10 
“AW November 27), and 
answered to the satisfaction of its 
authors, who have tried to savage 
advertising off the professional! 
rung 

The authors complain that 
advertising agents advertise thei 
own services with the same skilled 
persuasiveness as they do their 
clients’ goods.” Had they exam 
ined their victim more thoroughly 
they would have discovered that 
advertising agents become all 
fingers and thumbs when they 
try to advertise themselves, and 
hat advertising as a body is both 
pathetically unable and profes 
sionally unwilling to advertise 
itse! 

But how well indeed do profes 
sional politicians advertise them 


selves on the screen, radio and 
television! and how well do 
fashionable doctors advertise 


themselves in the salons’ And 
how well but enough. I must 
not soften up fresh victims for 
the authors’ next book 

S.W 
48 Leinster Square, 
London, W.2 


Ad. fashion 


recent weeks editorial 
style advertisements seem to have 
come back into vogue 

They are not merely editorial 
style, but detailed copies of the 
editorial make-up of their media 

Surely the advertiser with a 
worthwhile product has no need 
to resort to such methods when 
all the resources of modern adver 
tising are at his elbow? 


DP 


BARTRUM 


Hau 


4) Hoppett Road 
London, E4 


How the ‘gimmick 
helps to sell 


would like to suggest 
a closer definition of the word 
gimmick” than that given in 
ADVERTISER'S Werekty (Novem- 
ber 27). 

Your readers may be helped in 
their understanding of the term 
by the knowledge that it has long 
been applied in the world of con 
juring to any mechanical device 
which. unknown to the audience. 
enables the performer to produce 
a magica! effect 

To give 4 simple example, if 


handkerchief suddenly disap 
pears from the hands of the 
conjurer, the “gimmick” would 


be the length of elastic which 
whisked the handkerchief up the 
conjurer’s sleeve. 

Here I think we can draw an 
analogy and more closely define 


IN THIS ISSUE— 

A. E. Robson tells how, when and 
where “litte Arthur Advert” 
should be used -page 556. 
NEXT WEER’S issue will include 
a market survey of the Eastern 
Counties. 


a “gimmick” in merchandising as 

any display aid, device or 
novelty which attempts to impel 
consumer purchase at point of 
sale.” 

Whereas in conjuring the 
“gimmick™ helps “sell” the magic. 
in advertising it helps sell the 
goods, but in neither case should 


the attention of the audience be 
focused on it. If the merchandis- 
ing “gimmick” is so attractive or 
ingenious in itself as to steal 
attention from the product then 
it is failing in its job as much as 
the obvious conjuring “gimmick.” 


Faep W. Larne. 
11, Fladgate Road, 
Leytonstone, E.11 


Animal, vegetable 


or mineral 


Sin. —Your definition of the 
word “gimmick” does not ade- 
quately cover the meaning of this 
new importation 

My understanding of a “gim- 
mick” is that it is an instrument, 
animal, vegetable. mineral or 
abstract, providing an uncxpected 
or unusual twist. It is not con- 
fined to publicity 

I have heard it used by a radio 
commentator to describe a treat- 
ment of a jazz tune. The Daily 
Express calls Emlyn Williams's 
one man Dickens’ show “the 
biggest Money spinning gimmick 
of the age.” In an exlfibition of 
visual aids in Chicago, on a stand 
displaying sound projectors and 
film strip projectors of the newest 
types, stood a 50-year-old “What 
the Butler saw” machine in work- 
ing order, and with a bowl of 
mickels handy for its operation. 
This. | was told, was the “gim- 
mick.” 

In current advertising the 
Olivetti people have employed the 
“gimmick” in that anything but a 
typewriter is pictured In the 
same way Levers had one years 


TWENTY-FIVE 
December, 1927 


The Community Bill to enable all 
municipalities to spend a penny rate 
on advertising their town, was being 
discussed, 

* 

Advertisers were beginning to ap 
preciate the importance of colour 
stated an article in ADVERTISER's 
Weexty 

A co-operative campaign for 
pianos was launched. It was antic:- 
pated that £10,000 would be spent 
m six months, 

* * * 

Good Housekeeping, after five 
years of publication, had an aver 
sge net sale of 146,799. 

* 

The Christmas number of /deu! 
Home carried 118 pages of adver- 
tisements 

* * 

A new reference book, The Adver- 

ising Register, revealed that London 


YEARS AGO 


Press Exchange handled the lar 
number of accounts—104 
were followed by Smith's Advertis- 
ing Agency with 8&7 and Osborne- 
Peacock with 75 

* * 

Noel L. Godber. joined the board 
of Sidney Reeve, Sons & Co., Lid. 
* * * 

Walter Hill died in his 82nd year. 
He was head of a large number of 
outdoor advertising concerns 

throughout the country 
* * 

Members of Regent Advertising 
Club went carol singing visiting 
many of the homes of leading ad- 


vertising personalities in London 
and the suburbs. Proceeds went to 
N.A.BS. 


* * 

Lord Burnham sold the Daily 
Telegraph, which had belonged to 
his family for three generations, to 
Sir William Berry, Mr. Gomer 
Berry, and Sir Edward Iliffe. 


ago in the slogan “Monkey Brand 
—won't wash clothes.” 

Maybe the foregoing will help 
Mr. Hewson to catch on to the 


idea. 

Lewis A. Foster. 
Harris & Sheldon Ltd., 
London, N.7. 


Direct mail 

Sin,—I would be grateful if you 
would allow me to correct a pos- 
sible misconception arising out of 
a very brief report of an address 
1 gave on direct mail which 
appeared in your issue of Novem- 
ber 13. 


Due to the fact that my com- 
pany is concerned both with book 
and periodical publishing, I 
would be glad if you would note 
that my remarks were made in 
connection with periodical sales, 
this being the section of my com- 
pany’s operations with which | 
deal. I specifically did not refer 
to book sales being made in this 
way as it is a strict rule of this 
company that sales of books are 
only effected through the trade. 

Joun Derry. 
Business Manager, 
The Machinist. 
McGraw-Hill Publishing Co., Ltd. 


Sales are soaring 


Sm,—Edwin J. Ornstien. of 
Max Ritson & Partners Ltd.. is 
admired for making such a good 
case for press advertising in his 
address to Manchester Incorpo- 
rated Sales Managers Association 
("A.W.” November 20) 

But he was using round figures 
in referring to the circulations of 
a Sunday paper, a national daily 
and the weekly Wythenshawe 
Recorder. To put things all 
square the increasing number of 
people paying 3d. a week for the 
Wythenshawe Recorder now 
approaches 7; 


H. GeLDEARD. 
Managing Director, 
Manchester Weekly 
Newspapers Ltd. 


ORFOLK STUDIO: 


24, BRIDE LANE. LONDON, E.C.4. Tel. CENTRAL 3172 
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There goes a woman who § “it th hishest daily 


net sale in the world, the 
DAILY MIRROR offers 


always buys the best 


She certainly buys plenty. Look at those shopping baskets. 


She needs to buy plenty. She has a big family, which is the reason the most powerful mass 
she can afford to pick and choose. market coverage in the 
I don’t follow you. 

You will when I tell you that her husband and three sons all contribute (q story of daily 

to the family purse. 


newspapers at the lowest 
That must amount to a pretty tidy sum. 
It certainly does. You can see for yourself she’s only an ordinary square inch per thousand 


working woman but she spends a lot more on good quality branded 
goods than many of my professional customers. space rate of all 


An exceptional case, of course. national dailies. 


I don’t think so. There are any number of families like that up on the 

council estate. They are not the majority, of course, but even where 

there’s only one wage earner the chances are he’s doing better than When planning 
he’s ever done before. What with low rents, canteen lunches, and quite 

a bit of overtime they're the people with the money these days. your schedules you 


MUST include the 


DAILY MIR ROR § Diity Mirror 
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... gather every month for readers of 


WOMANS JOURNA 


the Aristocrat of Monthly Journals for Women 


Every month WOMAN’S JOURNAL 
gathers together a distinguished company 
of writers and artists, and advertisers of 
products which women of taste delight 


in buying. The interests 


An A.P. Publication 


of WOMAN’s JOURNAL readers are 
wide — good clothes, good homes, good 
looks, good food —in fact all that goes to 
create Good Living for the discriminating 


woman of more than average means, 


Page Rate £350 - 2/6 monthly 


A. W. Burnett, Advertisement Director, 
The Amalgamated Press Ltd., 
Fleetwoy House, Farringdon Street, 
bo E.C.4, Central 8080 


? 
: 
be ¥ 
i | ZA 
Wry,” 
en 
4 4A 


DecemMBer 4, 1952 


Vol. 158 


Belfast 
raph 


THE HOME 

NEWSPAPER 
THROUGHOUT 
RTE 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,058 


"Phone: Chancery 8844 
Overseas 


THURSDAY, DECEMBER 4, 1952 


ADVERTISER'S WEEKLY 


NEWSPAPER 
HROUGHOUT 


ORTHER 
a 


> = 


The Society's 
emblem 


in mail order ads. 


THREE-POINT PLAN TO 
PROTECT PUBLIC, PRESS 


THE Society of Mail Order Traders, Ltd., plans to protect 
= members, the public and the newspapers by means of: 
central indemnification fund against losses attributed 


to a members ; 


An approach to the Newspaper Proprietors’ Association for 


effective support; and, later, 


An advertising campaign to inspire public confidence in its 


member-firms. 


The N.P.A. will probably be approached next week. 


One suggestion that has been 
made is that newspaper adver- 
tisement managers may require 
firms that are not members of 
§.M.O.T. to pay more—perhaps 
14-2 per cent—for their advertis- 
ing, as a guarantee against failure. 

Alarmed by the harm caused 
to the whole mail order indus- 
try through the dishonesty of 

a small proportion of traders, 

the 18-months-old Society is 

going into action. 

Plans were expiained to the 
press on Monday by A. I. Levy, 
chairmen, and other members of 
the committee, including Oliver 
Hedley (managing director, 
Hedley, Byrne & Co., Ltd., adver- 
tising agents), who is at present 
acting for the Society in an ad- 
visory capacity. 

It is proposed that members of 
the Society shall be asked to con- 
tribute an amount equivalent to 1 
per cent of the cost of their total 
advertising to the central fund. 
This will, of course, indemnify 
only against failures by its mem- 
bers, not non-members, but it is 
claimed that all members of the 
Society are rigorously vetted and 
losses are very unlikely. Although 
the newspapers stand to benefit 
greatly, they will not be asked to 
contribute to the fund. 

For the time being, at any rate, 
sums paid out by the fund will 
be in proportion to its resources. 

Already it has been found that 
use by members of the Society's 
symbol (a letter being posted 
into a pillar-box) on their letter 


Paper is inspiring confidence, and 
this will be greatiy intensified 
when the symbol and what it 
stands for are explained to the 
public by means of an advertising 
campaign. 

It is stressed that there is no 
intention of making the Society a 
“closed shop.” On the contrary, 
the more bona fide traders 
can be induced to join, the more 
all the members will benefit. 

Newspapers’ advertisement in- 
vestigation panels, it is suggested, 
often do not possess the expert 
knowledge of a particular trade 
necessary to protect themselves or 
the public. The Society, compris- 
ing traders who have spent most 
of their lives in their own par- 
ticular branch of mail order trad- 
ing, claims to be far better able 
to detect fraud, 


Campaign to inspire confidence 


PRESENTATION 10 
ANSTICE BROWN 


A luncheon in honour of C. 
Anstice Brown, retiring direc- 
tor of the Institute of Incor- 
porated Practitioners in Adver- 
tising, was given at the 
Dorchester yesterday (Wednes- 
day) by members of the Insti- 
tute. About 200 attended. 

On behalf of the Institute, 
the president, H. A. Oughton, 
presented him with a George 
iV tea set. 

Mr. Brown also received a 
suitcase, a personal present 
from Mr. Oughton and the 
three vice-presidents, Hugh 
Appleton, Harold Vernon and 
Norman Moore. 


‘Lift ban on 
gas ads.’ plea 


South Eastern Gas Consultative 
Council has decided to recom- 
mend that the Minister of Fuel 
and Power should reconsider the 
ban on advertising by the gas 
industry. 

At a meeting on Tuesday, the 
chairman of the Council, A. B. 
Constable, declared: “Ninety per 
cent of electricity appliances are 
sold by private dealers who are 
not restricted by the Government 
as regards advertising, but on the 
other hand, 90 per cent of gas 
appliances are sold in the show- 
rooms, and it does not seem to 
me quite balanced.” 


CO-OPERATIVE 
ADVERTISING 
FOR WINE? 


Co-operative advertising for wine 
The Wine 


started a scheme whereby wine 

importers and their customers 

(wholesalers or large retailers) 

share equally a voluntary levy 

on imports of 4 per cent on 

=, value, or, if duty is paid, 
gallon. 


Associa 
Weekly” 
not be made until they knew 
how much money they would 
have. If every importer paid 
the levy, and imports ran at the 
same rate as last i they 
would have about £50,000. 

At least £30,000 was needed to 
make it worthwhile launching 
a national advertising cam- 
paign. If less than that sum 
was raised in a year, he said, 
they would have to continue 
publicity along present lines— 
mainly public relations. 

Mr. Cock explained that their 
difficulty was that they could 
not tell the importers what they 
would do with the money until 
they had it, and the importers 
were unwilling to give it until 
they in their turn knew what 
would be done. 

He said that the appointment of 
advertising agents would have 
to be considered. Their public 

is through 


relations handled 
the J. Walter Thompson Co. 
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Visitors were 


conceived for Goldwell Farms Lid 
hy EB. Christian & Co. and made by 


was designed and constructed by C. 1 


‘EVERE criticiem of 


particulars to the Institute. 

it was also announced that the 
possibility of a degree or diploma 
in public relations had met with 
sympathetic consideration by 
authorities at London University 

Discussion on the advertising 
quid pro quo” revolved round 
an item in the report which stated 
that a complaimt had been sub- 
mitted to the Newspaper Society 
Studios and “satisfactorily settled.” 

One member referred to a 
journal that stated that the 
editorial columns were exclusively 
reserved for advertisers! Another 
said that his firm always sent out 
material with a slip asking editors 
not to publish anything which 
was thought more suitable for an 
advertisement. “Perhaps some of 
the things that are sent out are 
not hard news,” he thought 
‘Some of this may be the fault 
of our own members.” 

Another member thought that 
some papers Were so frightened 
that they might be accused of 
being influenced by “big bus: 
ness” that they would not print 
any item of news connected with 
a brand name 


these 
bottles 


greeted by 


Baby Bubbly 


walking 


Winston Clark 


Institute should co-o 
Rubber advertising mats were the Incorporated jety of 


featured as part of the Redfern British Advertisers both on this 
Rubber Works stand. 


De La Rue's exhibit at the Brewers 
of laminated piastics in public house interior decoration. 
trasted two tavern bars, the modern one making extensive use of Formica 


Exhibition illustrated the application 
The stand con- 


on all the horizontal and vertical surfaces including walls. The stand was 
designed by L. A. Bennett, of the De La Rue publicity department, and 
built by Clements Bros. (Displays) Lid. of Bromsgrove. The Formica bar 
White & Co. Lid., bar fitters to 
Whithread Brewery 


NEW RANGE OF ARTISTS’ COLOURS 


A range of artists’ colours, known nuch retouching or fine etching is 


as) Press Water Colours, which attempted 
enable artists to produce water The new range consists of Process 
colour drawings more suitable for Red, Process Yellow and Process 


reproduction in three or four Blue 
colours, will be held by the Printing, he admixture of these three only, 
Packaging and Allied Trades Re-  ‘oxether with black when required. 
search Association at the offices of Drawings so made. it is stated, per- 


ind drawings are executed by 


British Federation of Master curate colour reproduction 
Printers, 11 Bedford Row, London ve result, snore 
W.C.1, on Tuesday, December 16. 

colours such as emerald green and ire “commercially” light-fast and 
bright purple which will not repro- ire readily obtainable from the 
duce accurately, no matter ~~ akers 


Conditional publicity 


civic handbooks racket 


CAUSE CONCERN TO P.R. INSTITUTE 


newspapers which refuse to publish public 

relations material unless it is accompanied by advertising was 
voiced at the fifth annual conference of the Institute of Public 
Relations last week. Members who had experienced a “bargain- 
ing attitude” on the part of newspapers were asked to submit 


and 


matter and on the editorial “mix- 
up” with adv 
Terence Usher (Manchester 


Corporation) said that many local 
authorities were pestered by firms 
asking to be allowed to publish 
guide books, with authority to 
get advertisements, on the under- 
standing that they would dis- 
tribute a certain number of free 
copies throughout the world. He 
said that many contractors were 
frightened not to take space in 
these publications for fear that 
their relations with the local 
authority might be impaired. It 
would be a very good thing if 
all the bodies affected by this 
problem should get together and 
draw up a code of ethics 

It was decided that the 
Institute's local government group 
should prepare a report 

Essay winner 

A Campbel!-Johnston an- 
nounced that it was proposed to 
hold a series of lunch-time talks 
during the spring at Caxton Hall, 
at which celebrated personalities 
would discuss aspects of art. 

Winner of the Institute’s essay 


competition is S. O. Shave, 
P_R.O., Fairbairn Lawson Combe 
Barbour, Ltd., of Leeds. London 


Press Exchange have again offered 
a prize of 25 guincas for the 
competition 

Two entries hav 
mitted for a diploma 


sub- 
ind it has 


been decided to confer one on 
James O. Lodge (overseas mem- 
ber) of the South African 


Bureau of Public Relations 
‘Trust the press,’ 
says Sir Miles 


“One of the reasons why public 
relations is often the subject of 
bitter criticism in this country is 
because care has no! a’ways been 


shown by Ministries and other 


organisations choosing the 
right people to act as public rela- 
tions officers.” 

This view was expressed by Sir 
Miles Thomas when spoke at 
the annual dinner the Air 


Public Relations Assoc ation. 


Sir Miles said that public rela- 
tions, if soundly and telligently 
practised, could be immense 
benefit to everyone cially the 
public and the pres Moreover 
it Was essential that iblic rela- 
tions should be app within an 


organisation itself as well as in 
regard to the pub vhich the 
Organisation served 

“Give the press th. facts.” he 
urged. “What the vith them 


is their affair. Ii 1 distrust 
the press, the press na‘urally will 
distrust you.” 
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‘Picture Post’ 
sales rise 


Edward Hulton, chairman and 
eg director of Hulton 
Press. told shareholders at a meet- 
ing in London that three of the 
company’s publications which 
had been trading at a loss were 
now earning profits. 

Several questions were raised 
at the meeting, and one share- 
holder criticised the decision, 
taken in 1951, to raise the price 
of Picture Post and increase its 
size, 

In reply, Mr. Hu'ten said 
Housewife, Girl and Lilliput were 
now all operating at a profit 
Circulation of Picture Post, ne 
added, had improved satisfac- 
torily since the price was reduced 
lo 


Record post-war 
‘Illustrated’ 


This week's issue of //lustrated 
carries 56 pages and is the 
largest issue to be published 
since the war. 

The advertising content, includ- 
ing five pages in full colour and 


1} pages in two-colour, runs to 
22 pages—- another post-war 
record. Lines Bros, have a 


double-page spread, announcing a 
wide range of toys, as part of 
their pre-Christmas effort and, 
as a part of their merchandising. 
copies afe being mailed to 
stockists 


LIMELIGHT ON 
LIMERICK 


The /rish Times last week pub- 
lished an eight-page survey of 
Limerick. It includes articles on 
the leading Limerick industries— 
clothing, metal goods, shoes and 
lace, how the housing problem 
is being tackled, and the effect of 
Shannon air and sea ports on the 
city. One of the main objects of 
the supplement is to show that 
beyond the confines of Dublin are 
urban districts ripe for commer- 
cial development. 

Copies are to be sent to repre- 
sentatives of commercial and 
industrial organisations. The 
survey is available on applica- 
tion to the Irish Times. 


‘Chappie’ adopt new 
selling method 


Sales of Chappie products have 
increased by an average of 130 
per cent selected stores 
throughout the country followin 
the introduction of a new self- 
service unit. So successful has this 
unique selling method proved that 
Chappie Ltd. have ordered 
10,000 units for distribution to 
all dealers. 

The unit is a metal stand 
designed specifically by Acro 
Marketing Ltd., to hold the com- 
plete range of Chappie products. 
W. J. Lloyd, sales director of 
Chappie is chietiy respon- 
sible for the introduction of the 
self-service unit 
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Outdoor industry is challenging system 


POSTER QUIZ 

Achilles (Lend Strength to 
Britain”) was the most easily 
remembered National Savings 
poster, a publicity survey has 
revealed. 

Sixty-nine per cent of those 
interviewed claimed to recog- 
nise it, as compared with 53 
per cent for the Ballet Girl, 
40 per cent for the Parrot and 
Toucan on perch, and 32 per 
cent for the Girl with the 
“Personal Budget” book. 

Of the people who claimed 
to recognise them, 824 per 
cen, identified Achilles with 
National Savings correctly, 82 
per cent the girl with the 
“hook,” 624 per cent the 
Ballet Girl, and 624 per cent 
the Parrot and Toucan. 

Eleven per cent of the 
people interviewed claimed to 
“recognise” a “dummy” non- 
existent poster. 


Films aid 
response to ads. 


T. E. B. Clarke, who has written 
the screen play for several of the 
successful Ealing Studios 


comedies (“Hue and Cry,” and , 


“Lavender Hill 
them), tried at 


Mob” among 
the Advertising 


Creative Circle meeting last week , 


to find a parallel between the 
creative endeavour of a film 
writer and that of creative adver- 
tising people, 

But in the end the meeting 
agreed with Hubert Oughton 
(W. S. Crawford Ltd.) who main- 
tained that films and advertise- 
ments are complementary: th 
film sets the market and produces 
a new kind of audience for whose 
ideas of smartness advertisement 
have to cater. 


New I.A.M.A. branch 


Birmingham group, Incorpor 
ated Advertising Managers’ Asso 
ciation, has been clevated into a 
branch. to be known as the 
Birmingham and Midland Branch 

E. Luscott-Evans (Accles & 
Pollock Ltd.) is chairman-elect 
Paul Corbould (Vick  Inter-/ 
national). national president. and 
Leslie Hardern (North Thames 
Gas Board) national chairman 
will attend the inaugural meet-} 
ing. 

There are already branches a 
Manchester and Sheffield. 


£350 FOR NABS 


The Christmas Fair held at the 
offices of Samson Clark & Co. 
Ltd. on Friday in aid of 
NABS. realised £350 The; 
articles sold were mostly made or 
supplied by the staff of the com- 
pany. whose chairman, Miss J. A. 
Revnolds, is president 
NABS. There was a large! 
attendance from Fleet Street a 
the agencies 


of dual 


i 
5 


control 


their attitude is that. as they 
have not been requesicd by the 
Minister not to wse those 
powers, it is their duty to con- 
tinue to operate them 

Whilst this view is appreciated by 
the » nevertheless, it is 
a fact that in passing Sec. 31 
and Sec. 113 (4) of the Town 
and Country Planning Act 1947, 
Parliament intended to adopt a 
uniform code, and to relieve 
local authorities of their duties 
under their local Acts. 

The industry has not deposited 
the Bill in any unfriendly mn 
towards the City of Man- 
chester, the statement con- 
tinues, indeed it has indicated 
to them its willingness to con- 
sider any amendment or pro- 
tective clause the Co 
might wish to add to the Bill, 
but it does _ that the exist- 


advertisements in the city is 
anomalous and should be recti- 
fied. This can only be achieved 
by special legislation. 


Why test case is being 


fought in Parliament 


years. He writes: 

In the first place it is promoted 
not by a local authority or statutory 
undertaking but by trade organisa- 
tions. Secondly the Bill differs from 
the usual Private Bill in that norm- 
ally such Bills seck to confer new 
powers on the promoters. but in this 
case the Bill aims to deprive the 
Manchester Corporation of certain 
powers which were conferred on the 

orporation many years ago by 
various Manchester Local Acts. 

The operative part of the Bill is 
very short, in fact there are only 
three clauses and two of these are 
‘concerned with interpretation and 
he title, but there is a long pre- 
umble which sets out the reasons for 
he promotion of the Bill. 

The preamble starts by referring 
o the powers of the Peer wire 
Corporation under the Manchester 
‘orporation Acts 1844 to 1950 
fealing with the regulation and con- 
rol of buildings and structures 
fronting on streets in the city and 
of signs and other projections from 
uch buildings and structures. It 
hen goes on to say that with a view 
to securing a uniform code of con- 
trol throughout the country provi- 
sion was made in the Town and 
Country Planning Act 1947 for the 
regulation of the display of adver- 
tisements in accordance with regu- 
lations to be made in the Act. and 
that provision was also made in the 
Act for the repeal or modification 
by Order in Council of so much of 
any local Act which covered the 
same matter 

The preamble to the Bill then 


refers to difficulties which have 
arisen in regard to the repeal or 
modification of local Acts so far as 
they affect advertisements. and states 
that having regard to the provisions 
in the Towh and Country Planning 
Act 1947 the continuance of the pro- 
visions in the Manchesicr Corpora- 
tion Acts dealing with advertise- 
ments is unnecessary, inexpedient 
and contrary to the lawful interests 
of advertisers and those engaged in 
advertising and to the public interest, 
and therefore it is expedient that 
the provisions of the Manchester 
Corporation Acts should be repealed 
or modified in order that the code of 
regulation of the display of adver- 
tisements laid down in the Town and 


® Continued on page 568 


‘Nearly 6,000 entries 


for poster contest 


News of the British and London 
Poster Advertising Associations com- 
petition has reached America and 
replies are flowing in from the 
United States, Canada and South 
America. 

Requests for entry forms from all 
over the world have nearly reached 
the six thousand mark 


Mills & Rockley: 
oe 8 
*,* 
acquisition 
Mills & Rocklevs Ltd. have 
acquired Chamberlin Signs and 
Disolays. 
This Ipswich firm of silk-screen 
inters wil] continue to trade under 
own name, and will produce 
posters. showcards and displays. 


This stand of Burroughs Wellcome 
& Co., at the London Medical Ex- 
hibition, was designed by A. A. A. 
Ratclyfie of the firm's exhibition 
unit, and constructed by the City 
Display Organisation. 


“Research trend 
increases costs 
for agents’ 


Home Counties Newspapers 
Ltd. are increasing agents’ com- 
mission from 10 to IS per cent 
as from January 1 

C. W. Gilder, the Group's ad- 
vertisement manager __ states: 
“We have been in sympathy with 
this principle for a long time but 
up to the middle of this year the 
paging of newspapers has been 
so restricted that it would have 
been impossible to accommo- 
date increased genera! advertis- 
ing. The facility for more pages 
per issue now makes it possible to 
expand eneral advertising 
revenue and we are now able to 
give effect to what we have 
always felt should be our first 
consideration—the improvement 
of the rate of commission to 
recognised advertising agents 

“The quest for more effective- 
ness in newspaper advertising is 
leading advertising agents to 
attach greater importance to in 
vestigation of area characteristics 
and the principle of choice of 
media by area selection. We 
recognise that this trend in- 
evitably adds to advertising 
agents’ costs and we would not 
be happy to defer our practical 
contribution towards this any 
longer.” 


WASHING CLAIM 
DROPPED 


Four detergent manufacturers 
in the U.S.A. have notified the 
Federal Trade Commission that 
they intend to drop the claim 
that their products will wash 
clothes whiter than soap-washed 
laundry, without rinsing. They 
may, however, claim that rinsing 
is unnecessary. 

The companies are Lever 
(Surf), Colgate - Palmolive - Peet 
(Fab), Proctor and Gamble 
(Tide), and Thobald Industries 
(Hum) 


= 
I. has been presented to Im the case of Manchester the Ni H a 
by Associations Corporation have certain -_ 
who are members of the Out- powers under their local Acts = iF gp ~ are 
door Advertising Industry to control advertisements and 
for leave to introduce a Bill 7 
to amend the Manchester Cor- | 
their application to certain 
For some considerable time, 
{ states the British Poster Adver- 
| 
aggravated by the action 
ge ing upon compliance with their ioe 
local powers as well as with ee 
i: the regulations made under the mas 
% Town Planning Act. Thus, the subject of cont utdoor eee 
industry is, in such cases, 
¥ worse off than it was before, As 
posed upon it. 
Ng 
4 
A legal expert has told “Ad- a va 
vertiser’s Weekly,” that the Bill is Bets 
one of the most unusual for many Fa 
4 
4 
4 
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This giant boot was constructed by Cook's Display Productions for use 


on the Good vear 
is pictured 


stand at the Shoe and Leather Fair at Earls Court. It 
leaving Cook's works. 


Three-point brief for 
development committee 


Visuals shown in 


ad. feature 


Under the heading “The 
Birth of an Advertisement,” 
the “Sunderiand Echo” has 
adopted the highly original 
procedure of publishing ad- 
vertisements that incorporate 
reproductions of their own 
visuals, 

This double-spread feature 
a last Thursday. Most 

was occupied by = six 
store advertisements and one 
for a savings bank the re- 
mainder was given over to an 
ilustrated editorial explana- 
tion of the function and value 
of advertisements and the 
various stages in their produc- 
tion, 

Vv. H. Dewey the 
“Echo's” advertisement mana- 
ger. 


Film show of 
‘Two Freds’ 
cricket match 


The film taken at the Two 
Freds cricket match in aid of 
N.A.BS. will be shown at a 
sherry party on Friday of next 
week, when the Fleet Street 
Column Club will 
players and organisers of the 
match 

The president of the Club 
A. C. Duncan (chairman, Odhams 


entertain the 


Press), will hand over a record 
cheque to the president of 
NA.BS.. Miss J Reynolds 
(chairman, Samson Clark & Co 
Ltd.) 


The film will again be shown 
at the Club on the following 
Monday evening for the 
of supporters of the match 
interested should ring the Cl 
secretary (Central 0026) 


Terms of reference for the 
select committee, which under 
the chairmanghip of Sir Miles 
Thomas, will produce a develop 
ment plan for advertising, were 
disclosed by Studd 
new chairman of the Advertis 
ing Association’s executive com 
mittee, on Monday 

Sir Miles’s committee are asked 
to present to the Council! 

(a) a review of the present 
work and the financial struc 
ture of the Advertising Asso 
clation 

(9) programme covering a 
three-year period of expansion 

(c) the financial implica 
tons of this programme and 
the method of presenting it to 
members of the Association 
in order to secure from them 
the necessary financia! suppor 
Mr. Studd thought that every 

one in advertising would be im 
pressed and stimulated by the 
constitution of the committee 
(Its membership was detailed in 
our last qssue) 

A cogent, and reasoned scheme 
rogress, could be antici 
mated, he said. The problems 
were great, but they were being 
tackled by one of the finest 
ind most authoritative planning 
teams which could possibly be 
assembled 


Progress in print 
Although the printing industry 
is a very large one, most of the 


progress in it comes from the 
efforts of the ink makers and 
paper makers, rather than the 

lustry itself, Dr A. Askew 
told the London and Home 
Counties Region, British Asso- 


ciaton of Industria) Editors 

D Askew is chief chemist of 
Coates Bros, & Co. the 
printing ink manufacturers. He 


said was becoming increasingly 
important that printers should 
supply ink manufacturers with the 


details of the job in hand 


Stuart Mander says 
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NO DECLINE 
IN AD. SUPPORT 
AT NEWNES 


published by the 
Statistical Review of Press Adver- 
tising which show a decline in the 
amount of advertising carried by 
magazines during the third quarter 
of 1952, have prompted the issue 
of a survey of the Newnes posi- 
tion by advertisement director 
Stuart Mander 
Looking back 
breaking autumn” he 
facts 
Woman's 
quarter of the year 
revenue shows an increase of 394 
per cent compared with the same 
period last year. The number of 
advertisement carried for 
the whole of will show an 


Figures 


“a record 
gives these 


Own. For the third 
,dvertisement 


over 


pages 


1952 


increase of ll¢ per cent over 
1951 
Homes and Gardens: Shows an 


increase of 23 advertisement 
pages on last year’s total 
Modern Woman: For the third 


quarter of this year shows an 
nerease of 134 ¢ cent in the 
number of advertisement pages 
and an increase f the year as a 


whole 


Lucky Star Group: Has a 10 
Per cent increase in advertisement 
Pages compared with 195] 
Wide World: Had a 
December issue with 
advertisements 
Men Only 


record 
29 pages of 


Had a record total 
of 522 advertisement pages for 
the year. The Christmas issue of 
73 pages of advertisements and 
104 advertisers is a record for 
the paper. 

Tit-Bits: Has increased the 
number of its advertisement pages 
in the third quarter of this year 
by over 12 per cent with a total 
increase of 10 per cent for the 
year, 

Amateur Gardening, The Small- 
holder. Practical Wireless, Prac- 
tical Mechanics and Aeronautics 
also showed advertisement in- 
creases for the year. 


Stuart Mander says: “Success- 
ful magazines make successful 
advertising. As far as Newnes 
are concerned there has cer- 


tainly been no decline, and we 
look forward to 1953 with con- 
fidence.” 


Advisory committee report on 


publicity for 


The importance of advertising 
and of films as mediums for re- 
cruitment and training in civil 
defence is emphasised in the first 
report of the Advisory Commit- 
tee on Publicity and Recruitment 
for the Civil Defence and Allied 


of the Committee 
R H William 
Mabane (cha " Lord Burn- 
ham, Sir Miles 1 and lan 
Harvey M P 
The report stat 
The deta led ment of 
the advertising ca gen in the 
national newspay by way 
of posters essional 
hands, and this s s to be 
a proper arrangen The con- 
sensus of opin slue of 


press advertisen ind posters 
was to the effec without 
national advertising | auth- 
orities and the public 
would fee! that ( ce had 
lost the backing central 
Government and s adver- 


tising Was @ necessa 


for loca! effort 

€ are of at expen- 
diture na uld not 
he reauce € ivil 
Defence advert not be 
expected ssfully 


with the many mands on 
public attention 

“We found authori- 
ties have a latitude 
to arrange local ad 1g cam- 


civil defence 


paigns the cost of which would 
attract grant. We felt that these 
loca] campaigns could with ad- 
vantage be more closely co- 
ordinated with the national effort. 
We would emphasise that adver- 
tising by itself cannot achieve 
results and that it must be closely 
linked wth the organisation of 
recruitment.” 

After urging full co-operation 
with the press, national and local, 
the report continues 

“We desire to emphasise the 
importance of the use of films in 
connection with recruiting (and 
later, wth training). Sufficient 
money should be made available 
to enable a series of films and 
film strins to be made for use in 
connection with recruiting. We 
believe that effort in this direction 
is likely to be directly productive 
of results. 

“We urge, too, that the number 
of copies of films made should 
be very considerably increased 
and the charges for the hire of 
the films made as low as possible, 
if not eliminated.” 


‘Mirror’ man’s trip 
A. E. Ashwell, circulation direc- 

tor, Daily Mirror, Sunday Pictorial, 
and Reveille, left London on Mon- 
day on a visit to Europe and South 
Africa im connection with the 
rapidly growing sales of the Over- 
seas Daily Mirror. He expects to be 
back in February. 
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WE SET THE 
QUESTIONS 
ip Questions for the annual 
Liver pane on 
Onday at the aldorf Hotel 
Bessie Braddock on under ‘the auspices uf Hotel 
; licity Club of London, have been 
big problems Set this year oy « dvertiser’s 
“One of the aspects of publicity Weekly.” 
that I, as a Political figure have Four teams will compete for 
been subjected to, has been m trophy given last year by 
weight,” said Mrs. Bessie Braddock, Andrew Milne, who will 
M.P addressing the November be Quiz Master. They will be 
luncheon meeting of Liverpool and the holders, Regent Advertising 
District Publicity Association. Club, Berks ks, the 
“Up to recently,” she Said, Society of Diploma Holders and 
“people of the dimensions that lam Publicity © of London. 
found difficulty in obtaining cloth. Judge will be L. E, Room, di 
ing they required, simply because director-general of Adver- Advertising Lid ‘n conjunction with win 
nobody bothered about A few tising 
years ago nobody was re erred to r 
as ouisize.’ They were always Angli PRESS Col NCIL BILL AY KILLED 
Two M.P.s who are experts in into the consideration of how 
ort of that sphere and into that Growth of direct advertising played a leading part the press as a Whole shall be run. 
of being the responsibility of pub. ra in killing the Socialist we shall have saig B00dbye to a 
licists Who are able to attract the advertisi Bill for a compulsory free press in this country,” he 
People out of ordinary Size to buy I ch branch of § Aneli Cc | They were lan Harvey said. “The interest of the adver. 
the things they may now obtain.” Publis Club held well-atteniey {a director of W. 5 Crawford, tiser ang the interest of the 
d Bucks meeting when Hugh Bourne, man- Ltd), who moved the reader 
erks an. uc aging director o Chadwick-] atz Against ag second reading, an r. Bishop quote ¢ Times 
on direct mail advertis- Bishop (genera! manager, as Saying that: “The erection of 
Point of sale ing. He traced its growth from its Newsprint Supply Co.) such an official barrier between 
P f sale displa s the ‘rly “hit or miss’ Stage to its Mr. Harvey saw noth nginthe the People and the Newspaper 
oimt of sale display was Present day efficiency, Bill to safeguard the freedom of would be a ruinous price to Pay 
the the Berks Bock voted’ in his career, a fact. he sensed the for the improvement which’ 
Publicity Club, at the club ‘iter up reverse. described ag undoubtedly necessary and gener- 
at Slough. 7 , mailing shot to the maximum postal “Pravda clause” the clause which ally desired, Particularly by many 
© described 42 different types weight so that he had “full value” tead: “Subject to the provisions journalists, in the Standards of 
of nay BeadY material — he from his Postal bill, of this Act the Council shall have tastes in newspapers and periodi- 
Personally ’ elpe. © produce Power to do anything which in its s, 
he suid. Popular In brief Opinion is calculated to facilitate His own view was thay if the 
Plastic “dispenser,” designed for Ipswich branch of the East the proper discharge of Press Oreanisations were left 
self service. “ Anglian Ch entertained their functions.” alone a little longer they would 
friends at the Ipswich Arts Theatre “Iam an advertising man,” he produce a satisfactory scheme— 
CL and saw “Hobson's Choice.” Proclaimed. count it no shame, and he believed that that was 
zasgZou Oxford Club will hold their annual Particularly when | remember whar everyone in the House 
, e dinner and Christmas Party on that the right hon. Member for wanted them to do. 
We must modernise December 17... TE Lewisham, South Herbert 
the roads Publicity started in the same line 
the history, activities and achieve. of country. : OLD BEN RECORD 
nevi Gresham Moran’ afitector of ments of the ¢ Orporation Mr. H Morrison I was in Thi Old 
the Society o Motor 4nutactur- year's concert 
Traders, told Glasgow Bucks Ciub held their meeting circulation broke al] records. Although the 
Publicity Club in the same premises 48a confec- circulation, and hy $ 100k final figure is Not yet_known it will 
“ torial people. 
“Out of £340 million of Motor loners Organisation, Are you down on the editoria Peop be in the region of £7,700 
taxation. the Government Puts back Berks & Bucks?” asked a recep. Sir Leslie Plummer (Lab.) “It was the Most — successfy! 
only £33 million into roads. Roads _tionist and Chocs” talked about the ‘dirty papers, concert we have ever had,” said 
are the conveyor belts of industry, baker awed... . ickets went the few Pornographic papers Lord Burnham, President of the 
Seventy per cent of all B00ds go Out this mcck for the Fleet | He said that it would not do fer Newsvendors’ Institution, at the 
by road. We must modernise our. Columa Club's Christmas luncheon gentlemen connected with adver- annual concert luncheon on Friday 
selves and bring ourselves into the ine c, held on Wednesday, Decem- tising to cast stones at these when fier re of the management 
20t century.” idennoe Papers and then to advertise in committee Rathered to Pay tribute 
talk the them. Without the advertisements pnose Fesponsible for show 
Nottingham a house committee mecting of the newspapers would disappear Michael North 
the London Club on Monday. (See Overnight. Reginald Burston. Musical director’ 
Films for sales Page S65.) “If ever we let the advertiser Sam Harbour, ‘manages the 
The film show Biven by K. London Coliseum, where the con. 
Lockhart-Smith. Sales director of eee SPOR SMEN’S CORNER eee cert was held. 
the Film Distributors Guild, of Tribute was 
ondon, was a great success. He Football Golf 
highlighted the use of films for sales 


Pror Wwtion 


Staff training, and 
between each film, commented on 
virtues and the Pur- 
Poses for which they were made. 


NABS wil score 
rom cup final 


A cup final in aid of N.A.BS. is 

Staged this Season by the 

ondon Advertising Football 

Dublin 1S to be Presented 
. ¥Y London Press Exchange Lid. 

Unique award A provisional date for the final 

Gj 2£ McConnell js Presenting is Saturday. May 9. A Programme 
through the Advertising-Press Club, is to be prepared containing a 
a Perpetual trophy which will be Photograph and a brief history of 
awarded for distinguished personal each of the clu teams. A “Pre. 
and public service on behalf of or Sentation Dance” jg being planned 
through advertising. or the same evening. 

The trophy itself is unique—an Draw for the first round, to he 
outstanding example of Irish crafts- played off by February 38. is: 
manship in decorated silver by Newnes y. Bensons Hichams 
Wallace, of Dublin. It will te Samson Clark ; Allardyce Palmer v. 
handed over to the Club by Mr. Warland: Dorset House v. London 
McConnell on Tuesday, Press Exchange. 


also 


Paid to Kemsley 
and especially to 
= ry Cheadle, who were responsible fo; 
Press Society the sag: 
Sir Harry Brittain was elected 
President of the Press Golfin: 
Society at the annual mecting of 
the Society last week. This year’s Label as entry form 
captain will be E. Douglas Caird. 
Other officers elected President- or competition 
Ss Labels with an entry form for a 
“Webs, Cc Tingay £1,000 Coronation competition on 
Arthur ¢ hristiansen, Harry Ains. the ge 4 Side, are being used by 
worth, |. Fowler-Dixon and t. Martin Preserving Co. Ltd. 
Harold Snoad vice-captain Will on_their Chunky marmalade jars. 
Stewart; treasurer P Verstone : The label is Perforated for easy 
eneral’ Secretar: Reginald § removal. Only the edges are glued 
secretary, J.B. In the competition entrants have to 
Melhuish and match Secretary, E. St M order of 
Douglas Caird. Preference or t St. artin pre- 
Serves listed on the entry form. 
Darts An additional £500 will ‘be 
W. S. Crawford Ltd. beat Foote, awa d for the best answers from 
Cone & Belding Lid. the 8rocery and allied trades. 


$29 
ly 
‘ 
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Tomlin will hand over to Memory 


at ‘News Chronicle’ on January 1 
W. Tomlin, director and 
advertisement director of the News Christopher Scarborough is join- W.E. Tomlin 
Chronicle will shortly complete 20 | ing T. Booth Waddicor Partners. 
years’ service with the paper and | Lid. He is at present research officer 


will relinquish bis appomtment as | with the Institute of Incorporated 
advertisement director on December Practitioners in Advertising. He was 


(Association of Optical 


Fife Clark (Viscount 
Office), Leslie Hardern 
Thames Gas Board), 


tisement manager under Mr. Tom- packaging tapes, of Nottingham, 
lin, will become acting head of has been appointed deputy chairman 
» the advertisement department on and deputy managing director to 


4 otor any 
January ,. J. E. Payne. Mr. Smith joined the (Austin Motor ympan 
firm in 1920 as representative for 
a oote, 
England. He R. A. Paget-Cooke ne 


Sylvia been “pointed Wales and West Belding), John Pringle 


ountry became a director in 1932, and also 


has completed 29 years’ service with ment from the 
New York and Convenes advertio- the L.P.B.; is chairman of | the culation manager, B.BC, 


ing agency, as account Cxeculives. education committee of the LL.P.A 


: have joined G. M. Basford Co., 
4 Before joming Basford, Mr. Mac- and has bee 
a 


om, who 


W. H. Brady Co. Mr. Welborn was 


editor of the Daily Telegraph, is ment on the staff of the Advertising = affection and resp of 
to succeed as editor of Punch, Exhibition, then went to United = jeagues and associates. Oth 
C. K. Bird (Fougasse), who is Chemists Association Ltd., Chelten- 


more exclusively to cartoon work 1923 he joined St. James Advertising director and general on 
& Publishing Co. Lid., as a copy- Kemsley Newspapers | td., 


Leaving David Allen writer. When the amalgamation Judson, head of B.B. . 


with L.P.E. took place the follow- ment department, A. 


John 3. Michie, manager of In 1940 Mr. Ward Burton was director, Waterlow & Sor 


for 52 years, has retired because of has Surridge Dawson & ( Ltd., and Evening Chronicle, whose death 
ill-health. Members of the Scottish 50 A. Whinfrey, gen secretary, following a road accident was 
staff presented him with a clock A. cpamination for ¢ National §=Federation of Retail reported in our last week's issue 
7 which was handed over by H. §, “OU! YSU * * Newsagents. Joe Goepel was one of the old 
Because of in Pacific * * * schoo! 
‘les Douglas Elliott Pearce has been Stephen J. Mattock cen ap- COUT, SON, 
R. A. W. Bicknell, wnt! pccently ippointed assistant trade represent- pointed by the S. T. G | Adver-  DuSiness was to sell space and make 
; 4 senior copywriter and editor with ‘uve in Australia and New Zealand ising Service Ltd chnical ‘friends in doing so. In his own 
: W. S. Crawford Lid., has now joined for the United Society for Christian accounts executiv the past rather shy fashion he could never 
the board of A. N. Holden & Co Literature and Lutterworth Press. two years he has ssistant quite fit in with all the modern 
He has been publicity manager A.V. Ltd. advertising shibboleths—while his 
1ccountant at the Society’s London sole desire was to be of service to 
Chartes Sims, head of headquarters. * * * 
advertisers. 
Press photographic department, has * * Walter Phenna. lisement So we at Kemsley House grieve 
heen awarded an associateship of New officers and council of the representative witt gamated h and for h 
the Institute of British Photo Institute of Public Relations are: Press, celebrated urs in iS pasting, and for Bis Own par- 


graphers. He is best known for his president, Sir Stephen Tallents; advertising on Satur 
outstanding studies of aircraft and immediate past president, Roger been with A.P 

it was for work in this connection Wimbush; vice-president, A. A. represents Wome 

that he received the award McLoughlin; council, Sam Black Woman's World. and 


tioners), M. J. Buckmaster (Ford 


Motor Company), Alan Campbell- 
the previews with H. or Lid. ampbell-J hnson & Lorne Campbell 
rh 
Chronicle. A. E. director of ), B ( iD Lorne McNicl Campbell, for the 
W. Memory, the present adver P. P. Payne & Sons Lid., printed Oamret pe nem), ©- past 17 years London manager of 


Alse Hess after an operation at St. Bartholo- 


Hornsby (Ministry { Labour). Stock Exchange, 


ivertisement manager of ociation), F. L. St 
Fair. = lly she was director of the firm's companies B h ing London = 
advertisement manager of My A. South Africa and Traverse-Healy (Pritchard, onsohidated 
Fair ustrahia. Wood & Partners) and Terence F, He was a Freeman ‘of the City 
is edite acdona astings Usher (Manchester Corporation); of nde 
with A —_ with Ward Burton to join hon. treasur A. K. Vint (Hastings 
them is Sydney Jacodson, who was Corporation): hon. secretary, Nor cit of the then Em ire Press Union 
formerly editor of The Leader Booth Waddicor man a. ge itional and Local Mr. Campbell i curvieed by his 
* * ® . E. Ward Burton is joining T. Government Officers Association). widow, Marcia, and a married 
Anson A. MacLaren, wn W. Booth Waddicor & Partners Lid. as * * * daughter. 
Koopman, Jr., and Robert Welborn. director in the New Year. He A. 3. Miwtd-Blarriccn, on sike- A memorial service will be held at 


post of deputy cir- 


tions, was gucst of honour at an in- 


m in the chair also at formal farewell luncheon at the ‘ 
Laren was with the catalogue dive the Institute's two week-end courses, {ermal farewell lunchoon at the Major M. J. M. Dewar 
sion of McGraw-Hill Publishing His career in advertising started Strode, ger manager, Public relations and publicity 
» Co., Mr. Koopman came from the 1913 when Noel Godber gave him BC. Publicati 


1 job in the advertising department paid tribute to Mr. Llwick-Harri- Region), Major M. J. M. Dewar, has 


formerly in advertising and sales 4; Boots’ headquarters in Nottin , died aged 62 
promotion with the U.S. Rubber Co. ham, the had it up in Major Dewar entered the service 
* * * On demobilisation after World the trade during his 2) years with Of the Great Western Railway 


Malcolm Muggeridge, deputy War I he took a temporary appoint- ihe BBC. He had won both the COmpany in October 1933 as trade 
his col-  @4vertising agent, having been, for 


expressed their est and good door publicity of the Empire 
shortly retiring to devote himself ham, as advertising manager. In wishes included Eric W. Cheadle, Marketing Board. 


ing year, he arrived at St. Martin’s circulation manager, T. F. 
after 32 ears lane where he has been ever since. por eg Radio Times Fr. W 


Perth branch of David Allen & Sons ‘de @ director of Publicity Films &, E. Surridge, managing director, advertisement manager, Manchester 


224 and be cherished—a kindly colleague 
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Sylvia Sanker E. Ward Burton 


Pract. OBITUARY 


Australian Consolidated Press, died 
mew's Hospital, on Sunday 

A former member of the Sydney 
Lorne Campbell, 
who was 68, represented the Sydney 
Bulletin in London before becom- 


Lex 


Cone & 
(British 


St. Bride's Church, Fleet Street, 
Publica. ©-C-4, om Monday, at 12 noon 


sresided, Officer for British Railways (Western 


ers who Se years, in charge of the out- 


vanager, 
Ral 


Tribute to the late 
J. F. Goepel 


. Smith, Ulric Walmsley writes the follow- 
1s Lid. ing tribute to J. F. Goepel, London 


ivertise- 


He has ‘ticular charm his memory will long 


Weekly. who will indeed be missed for his } 
journals. unassuming manner and kindnesses. 


CAPITAL FELLOWS | 
READ THE “‘I.C.”’ : 


GEORGE BULLOCK 


4dvertisement Manager MET. 8282 


INVESTORS’ 
CHRONICLE 


EVERYBODY’S is read by the man 
of the house and the woman 
with the purse strings. 


Your advertising gets the 
attention it deserves 
in EVERYBODY’S. 


Be sure the homes of Britain 
will receive your message 
strong and clear when 
broadcast through the 

pages of EVERYBODY’S. 


CERTIFIED AVERAGE MET SME 
$26,000" 
COPIES WEEKLY 
‘cr the period jan, —June#9S2 
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Advertising as 


Annual dinner of 


Advertising Association 


ACTIVE MEN PLAN 
FUTURE, SAYS 

lw p san 

NEW PRESIDENI 

Three leaders in publishing 
and industry aflirmed their 
faith in the role of advertising 
in the presence of 700 people 
at the Advertising Association 
dinner at the Dorchester last 
week. 

Sir Clive Bailliew, chairman of 
he Dunlop Rubber Co.. and a 
former president of the Federa 
non of British Industries, said 
that advertising could formulate, 
explain, and sustain the ideas 
that were the real motive foree 
of national revival and progress 

bk. J. Robertson, chairman of 
London Express Newspapers and 
he Association's new president, 
aid that advertising as practised 
in this country, made it possible 
to claim for the = profession 
standards just as high as those 
pertaining to any other great 
profession 

Sir Miles Thomas, chairman 
B.O.A.C., and the ummediate past 
president of the Association 
claimed that the Association's 
new ad hoe development com 
mittee was a forward-looking 
project thar would enable the 
Association to serve the advertis 
ng industry still better 


Challenge of truth 


An audience rich in leading 
personalities from advertising and 
wurnalism saw Mr. Robertson 
present Sir Miles with the Mack 
niosh Medal “for personal and 
public service on behalf of 
sdvertising.” Sir Miless con 
tribution during his three years 
presidency of the Association had 
been beyond praise, said Mr 
Robertson The Medal Was the 
highest award in the power of 
Hritish advertising to bestow 

Sir Clive Bailheu said he was 
mpressed with the ever-increasing 
sweep, complenrity cost and 
public responsibility of advertis 
ing. He recalled the International 
Advertising Conference demand 
that advertising should help world 
trade and better understanding 
and should seek us primary 
justification im service to the con 
sumer by promoting knowledge 
helping to reduce the cost of 
production and distribution, and 
helping to raise the standard of 
living 

Challenging Dr. Johnson's say 
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motive force of progress 


Some of those 


ing that “Promise, large promise 
is the soul of advertisement,” he 
said he had always believed that 
truth was the foundation of good 
advertising. To-day there was a 
challenge to all members of the 
Association to proclaim the truth 
sbout our country for the benefit 
of our people and the world 
Mr. Robertson began by assur 
ne Sir Clive and other chairmen 
of great companies that they had 
ut theur call a skill in advertising 
unsurpassed in any other part of 
he world 
In a comment obviously to the 
iste of his audience, he con- 
ued: “There are plenty of 
people who are anxious and wil! 
ng to draft new codes of conduct 
for you and everybody else 
Some people are anxious to show 
the papers how to run ther 
business 1 am sure there are 
people in this country who don't 
know the difference between one 
detergent and another, There are 
plenty of people willing to show 
you how to wash your dirty linen 
f you have any—in public or 
in Persil.” 


Maintaining standards 


4fter he had been installed 
as president, he said he had 
heard reports from the chair- 
men of the various committees 
which showed that the Associa- 
ions affairs were un the 
sands of active and intelligent 
men seeking to improve the 
quality of the young men and 
women in advertising and main 
tain its high standard. 


4 DISTRIBUTION of CIRCU 


TOWNS THROUGH 


Send for booklet giving full details of availabl 


CIRCULAR DISTRIBUTORS LTD. 


IRS and SAMPLES 


Association dinner 


MACKINTOSH MEDAL PRESENTED 


Advertising Clubs of the world 
He felt that Mr. Robertson would 
worthily continue the very high 
standard of leadership established 
by those prominent advertising 
men and others who had preceded 
him in the office of president 

The rest of the evening was 
given over enjoyably to dancing 
and cabaret 

The menu and seating cards. 
with an attractive design embody 
ing two large A’s on a grey 
background, were designed and 
provided by S. H. Benson, Ltd 


(See Mainly Personal, page 566) 


Winter scheme 


garden aids 


To mark their fortieth year Chase 
Protected Cultivation Ltd., mass 
producers of major gardening aids, 
are running a publicity drive which 
will culminate in February at the 
Horticultural Hall, where the com- 
pany is staging the Modern Garden 
ing Exhibition 

Planned by J. L. H. Chase, man- 
aging director, and H. T. L. Loftus- 
Tottenham, publicity director, a 
three-month campaign will use 
London Underground posters, news- 
paper and trade press advertising. 
and public relations. 

The campaign is the combined 
effort of the Chase Publicity 
Department and the recently formed 
Clark Matthew Business Promotion 
Organisation. 


BRITAIN 


LIVERPOOL 1. (ROYAL 8861) 
REGENT STREET, LONDON. (REGENT 1081) 
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Sir Miles Thomas, in acknow- 
ledging the award o!f the Medal, 
. said that modern conditions were 
a a challenge to advertising, and 
advertising would that chal- 
lenge. They must go forward to 
bigger and better advertising that 
would make a st eater con- 
tribution to the reing of 
Society. lt was w great con- : 
fidence that he “handed over the 
joystick” to Mr. R son. 
- A vote of thanks ‘o the new 
president Was | by C. 
vy Harold Vernon, w called thai 
it was his priviles \troduce 
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advertising in 192 he was 
the Association's delegate to the 
Atlantic City ¢ nuon of 
= 
| 


ER'S WEEKLY 


ADVERTIS 


4, 


DecemsBt 


oy areg yey) 
Aqneaq worysey 405 [etoods 
jo 
anbrun peprroid st oq 


OU SOY) JosTeApe ay 


“"STIVL SAVAH 


533 
= 
4 
q | 


ADVERTISER'S WEEKLY 


Research chief 
here from U.S. 


Here to help MoCann-Erickson 
Advertising Lid. find out even 
more about television audiences 
in case sponsored television 
comes, is Donald B. Armstrong 
Jr 

Vice-president and director of 
research of MoCann-Erickson in 
the U.S.. Mr. Armstrong is an 
expert in pre-test techniques and 
in refining research into audience 
reaction. He seeks to find out for 
instance not 
merely what 
proportion of 
people like 


what sort of 
Variety 
points 
things that 
say, succeed 
in One place 
and unexpec 
tedly fail in 
others; to 
ascertain 
D. B. Armstrong what is the 
precise bes 
moment in the programme { 
bring in the commercial, and so 
forth 
In America, MeCann-Eqekson 
have exclusive agency use of the 


Stanton Lazersfeld machine 
which electrically shows the 
emotional responses of the 
viewer. The researcher who uses 


it is able to know at what points 
in the programme the viewer was 
particularly interested, excited, o: 
bored, and to ask him (or her) 
why This machine, says M: 
Armstrong, may be brought over 
to McCann-Erickson here, or per 
haps manufactured this 
country. 

But television is not Mr. Arm 
strong’s only concern. Among 
other matters that he will discuss 
with William E MeKeachie 
(chairman of the London agency) 
and other executives is the possi 
bility of setting up a consumer 
panel, And he is a’so visiting 
Paris and Frankfurt, studying the 
European market. 


Turnover per 
selling hour 


Many of the principles of manse 
ment in factories also apply to th 


sales field, W. J. Thatcher, reside 
consultamt, Urwick, Orr and Part 
ners Lid., told the Royal Counties 


Branch, Incorporated Sales Man 
agers Association 

He showed how, just as in a 
factory, time and motion study 
could be applied to salesmen and 
related to a figure of turnover per 
selling hour. 
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DIRECT MAIL STANDARDS CODE AGREED 


Distribution ban on knocking 
and exaggerated copy 


Need for list 


co-ordination 


Direct mail provides a useful 
foot in the door” for the 
eventual salesman, W. E. Oliver, 
advertising manager of the Lewis 
Berger group of paint manufac- 
turers, told the British Direct 
Mail Advertising Association last 
week 

Giving examples of various 
types of direct mail that his 
department sends to builders’ 
merchants, decorators, 1ron- 
mongers, factors, the public, and 
architects, he claimed for direct 
mail that 

It is one of the cheapest forms 
advertising 

It is Very flexible and can pin- 
point advertising in any direction. 

Ir can reach people who are 
unaffected by national advertis- 
ing 

Tracing results from it is much 
easier than from any other form 
f advertising. 


Pre-paid replies 

His firm were strong believers 
) enclosing a pre-paid reply 
rd. “Anything which makes it 
vier for the recipient to reply 

i!] to the good,” he said 
Mr. Oliver pleaded for some 
rt of co-ordination by mailing 
firms on the lists they published. 
H iw no reason why there 
I ! be such enormous dis- 
pancies between, say, the num- 
s of architects in Scotland, 
ded by different mailing 


Direct mail can sell paint— 
other product—if it is 
backed up by the other depart- 
ments in the firm and if it is fol- 
owed up in the proper Way,” was 
Mr Oliver's conclusion. 


or any 


Picture story of 
Acme products 


In a series of advertisements 
covering several months Acme 
Showeard and Sign Co, Ltd, 

ustrated practically the whole 
range of their point-of-sale ad- 
vertuising material 

Now the advertisements have 
been reproduced in a booklet 
designed to tell the story in 
victures of what Acme products 
have done for national adver 
tisers 

The booklet, which is of an 
unusual shape, shows Acme 
aluminium signs, showcards, 
illuminated signs, display mater- 
al. plastic counter units and 
window signs as used by many 
national advertisers. 


The Direct Mail Code of Stan- 
dards (exclusively reported and 
summarised by “Advertiser's 
Weekly,” on October 30) has now 
been embodied into the constitu- 
tion of the British Direct we 
Advertising Association and 
obligatory on its members, 

A new standing committee has 
been formed with two functions: 

To advise members, when 
approached, whether literature 
which they propose to distribute 
is likely to be acceptable under 
the Code; and 

To investigate complaints of 
objectionable material brought to 
their notice by any member. 

The committee comprises: pro- 
ducer member, R. J. Cowen 
(Wellington Press); user member, 
D. Patrick (Sir Isaac Pitman & 
Sons Ltd.); advertising agency 
member, W. A. Camp (Dudley 
Turner & Vincent Ltd.). 

The new Code accepts in toto 
the British Code of Standards in 
relation to the Advertising of 
Medicines and Treatments, and 
pledges members not to distribute 


The outstretched 
figure and the proferred packet of 


hand of one 


cigarettes come together. Then they 
almost touch and separate, as this 
mobile produced by W. D. & H. O. 


Wills Ltd. moves in the slightest 
current of air. The mobiles were 
designed and produced by the Miles 


Griffin Co., printed in six colours by 

Hayward March Lid. The ilustra- 

tion was the work of Ffolkes, 
familiar to read ders of “Punch.” 


Textiles at B. I.F. 


More than 200 British textile and 
clothing manufacturers have 
responded to the appeal of the Tex- 


tile Working Comm on Exhi- 


bitions and Fairs ur every sec- 
tion of the industry t n making 
a major effort at the British Indus- 
tries Fair in Coronation year, Their 
combined display wil! ipy almost 
the entire ground | at Earls 
Court. 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


advertising matter that does not 
conform to it. 

Malpractices condemned by the 
Code include the distribution of : 

Distoried or exaggerated 
copy or illustration; 

“Knocking” material; 

Materia! that imitates com- 
petitors’ trade marks or get-up; 

Matter unwarrantly implying 
that a product or advertising 
material has been issued from 
any official! source. 

Members distributing printed 
matter, etc., on behalf of other 
parties will not be held respon- 
sible for the contents not pro- 
duced by them, but will refuse to 
handle material that is contrary 
to the Code. 

lt is stressed that the new 
standing committee will function 
in an advisory capacity only and 
will not commit individual mem- 
bers or the Association in any 
way. If the committee upholds 
« complaint, a report will be sub- 
mitted to the council, who will 
decide what action to take. 


Direct mail 
merger 


A merger of interests has been 
arranged between the Facsimile 
Letter Printing Co., and the 
Direct Mail Centre. 

The two boards of directors 
will combine in a new Direct 
Mail Centre Co.. with a board 
consisting of T. W. M. Bartholo- 
mew, J. Meadows, Martin H. 
Perry, and G. M. Lloyd Williams. 

By this means Britain's first 
direct mail agency, and one of 
its oldest and best known direct 
mail producers, will form one 
organisation handling consult- 
ancy, planning and production. 


24 INQUIRIES 
ON TV LICENCES 


Twenty-four inquiries have 
been received by the Postmaster- 
General about licences to operate 
television and a further 21 
applications for time on spon- 
sored TV programmes. 

This was revealed by the 
Assistant Postmaster - General 
(David Gammans). 

He said that without the con- 
sent of the applicants it would 
be improper to disclose their 
identities. Licences would be 
granted on the advice of the 
controlling body but it was much 
too early to say when and on 
what conditions licences would 
be granted. 
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The figure 


THE FiGuRE of the tycoon is The Economist’s symbol for 
the kind of readership it achieves. He represents the 
successful man. And in the past few years more and 
more of Britain’s successful men have been (1) buying 
The Economist to keep themselves well-informed on 


ADVERTISER'S WEEKLY 


and the facts 


matters of the day; and (2) buying space in The 
Economist in order to bring their products to the atten- 
tion of others of their kind. 

These two diagrams show the facts; and rarely can 
facts have spoken more plainly for themselves. 


I AVERAGE WEEKLY NET SALES OF THE ECONOMIST SINCE 1947 
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ACHIEVEMEN 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE WEWNES, LTD, TOWER HOUSE, SOUTHAMPTON STREET, STRAND, LONDON, W.C.2. 
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rate rises are just 


FORWARD! 

to every organisation there 
comes a stage when it must 
either remain static, and stag- 
nate, or move boldly forward 
with the march of events. 

Such a time, think many of its 
well-wishers, has come for the 
Advertising Association. 

The decision has been made-—to 
go forward. Formation of a 
development commitice “to 
establish the objectives of the 
Association on a long-term 
basis” can have no other 
meaning. 

Headed by Sir Miles Thomas, 
whose drive and foresight have 
been so amply demonstrated, it 
is an impressive committee. 
Not only is it likely to set its 
target high, but the policies it 
commends should be sure of 
representative backing at the 
highest level. 


Dual handicap 

The Association, though its good 
work has lately enhanced its 
prestige, still suffers from a 
dual handicap. It cannot yet 
be said to command from 
every quarter the meawure of 
confidence and support it needs 
to function in full degree as a 
central body. It also lacks the 
resources further to expand its 
scope of usefulness. 

The aim of the new committee, 
therefore, should be to remove 
these disabilities. This it can 
only do if its concept of the 
Association's function is imagi- 
native as well as realistic, Its 
task should be not to plan 
within the confines of present 
resources, but to formulate 
plans and then find the means 
to implement them. 


Three requirements 

Leadership is the first require- 
ment. This, in the field of 
policy, the committee should 
inspire. More support from 
all sides of advertixing is the 
second. This, wise leadership 
should evoke. 

A stro organisation is the 
third. This means more money 
and the reinforcement of execu- 
tive staff money can buy. 

To find the money should not be 
too difficult if it is sought to 
finance well-conceived projects 
of obvious benefit to advertis- 
ing. 


A courageous policy of develop- 
ment is certain to be rewarded 
by the resources it will need, 


STANDS FIRST 
AND FOREMOST IN TOWN 
AND COUNTRY 


PROMINENT advertising 

man admitted to me the 

other day that no matter how 

large an appropriation might 

be it was never large enough 
to go all round. 

He went even further and said: 
However low advertising rates 
might be reduced, there 
still would never be enough 
money to go round. Advertising 
agents are extrovert by nature 
and would merely insist on 
larger Spaces and more frequent 
insertions without necessarily 
getting better value for money, or 
doing a better job for their 
clents.” 

His candour was refreshing 

How different from the talk I 
had with another agent--let me 
call him Mr. X—-who accused 
the national press of holding him 
to ransom over raics 

His ignorance and lack of 
understanding of newspaper pro 
duction difficulties was disillusion 
ing. It was a strange attitude to 
idomt towards the industry which 
plays so vital a role in supplying 
him with his bread and butter 

Press advertising is, after all! 
his largest, cheapest and most 
effective shop window Mr. X 
can ill-afford to neglect it. He 
cannot be unconcerned as to its 
general state of health. Nor ought 
he to remain in total ignorance 
of its capacity for doing a job 
f selling or of its cost of main 
tenance and upkeep 

Before the war, so far as the 
national mornings were con- 
cerned, the shop window was 
designed as a rambling emporium 
of unlimited elevation averaging 
some 20 pages daily. It was 
visited, so to speak, by some ten 
milhon potential customers. 

To-day, it is a compact edifice 
mited to 8-pages available to 
i6 millon potential customers 
with more than twice the pre 
war purchasing power. It has 
one enormous advantage over the 
pre-war model, Its compact size 
enables the advertiser to Say as 
effectively in, say, half a page 
what he used to say in @ page, 
ind to say it without the fear that 
his chief adversary will be appear- 
ing on the opposite page. 

To my mind the most astonish- 
ne fact about the post-war shop 
vindow js that, all things con- 
sidered. it has cost the advertiser 
little to maintain, True, 
advertising rates are all up 
between 200 per cent and 300 
per cent. Granted the total space 
ivailable is only a quarter what 
1 was. But what would adver 


so 


GUEST COLUMN 
b 


Frank Waters 
Managing Director, News 
Chronicle and The Star 


tiser or publisher do about it if 
newsprint were freely. available 
at the present price?’ 

The picture is hard to get into 
perspective on account of the 
changes that have taken place 
among individual newspapers 
both in sales and advertisement 
rates. Bur look at it this way 
In terms of newsprint one million 
copies of a 20 pp. issue at £10 
a ton cost £1,235 before the war 
To-day, one million copies of an 

issue at £55 15s. Od. costs 
£2.752, an increase of 123 per 
cent. Multiply the first figure by 
10 million and the second by 16 
million and both by 312, and the 


£9. 884,000 
for newsprint alone 
this total the cost 

and wages, amounting 
cent on pre-war 
get a figure 
£18.000,000. 


or per 


of salaries 
to 80 per 
and you 
mething over 
to the national 
advertiser the cost of his shop 
window has only risen from 
£8,000.000 jin 1938 to £12,000.000 
in 1952 


costs, 
of so 


Yet 


Some of the smaller national 
newspapers have been charged 
with bleeding the advertiser for 
their own benefit. This is far from 
the case. To take the News 
Chronicle, for example, with its 
relatively static sale (12-8 per 
cent up on pre-war) newsprint. 
salaries, and wages now exceed 
80 per cent of the total cost of 
production, Salaries and wages 
show a rise on pre-war of 77:°8 
Per cent, newsprint of 125 per 
cent; on the revenue side sales 
show an increase of 71 per cent 
and advertising only 23 per cent. 

Cecil King, in the opening 
article of this series, dealing with 
the question of costs, argued from 
strength No group has done 
more to keep the cost per inch 
per thousand down for the 
benefit of advertising. But what 
would be his situation if, by 
chance, the Daily Mirror or Sun- 
day Pictorial, had done no more 
than maintain their pre-war 
circulation. It would not have 
been a case of increasing adver- 
tisement rates because they 
“honestly thought it was worth 
it,” but because they “honestly 
darned well had to.” 

That is the dilemma of the 
smaller nationals—but nationals 
nevertheless—and that is the 
justification for increasing rates 
in order to keep their head above 
water. 


Tomorrows TOPICS 


@ Big developments in the pro- 


vincial press of the Republic 
of Ireland are expected in the 
near future. Forecast is that 
the bigger country towns will 
soon have evening newspapers 
of their own. In this event 
keen competition will develop 
between the new journals and 
existing Dublin publications, 
The outdoor advertising in- 
dustry will be pleased with 
results of the survey of the 
poster audience which Out- 
door Publicity Lt. are pub- 
lishing in the New Year. 
Figures will st that the 
medium has ter pene- 
tration than been 
credited even by \he biggest 
optimists. 

All-out effort 

by Dutch prod, 


he made 
erowers 


to maintain a grip on the 
British market which they 
secured with dehydrated 
meat and vegetables. New 
lines being developed are 
soups containing dried meat 
granules and individual as 
opposed to mixed vegetables. 
Lifting of the lighting restric- 
tions offers golden oppor- 
tunities for the lighting .in- 
dustry. There is evidence 
that shopkeepers are keen to 
take advantage of the new. 
freedom, and new devices 
and methods will soon be in 
use, 

A Scottish Motor Show is 
being planned for next year. 
l¢ is expected that it will be 
held early in November. 
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the very flower of packs 


Snug and shapely, the poppy-head is hard to match for inspired packing. 

But Bowaters, too, do nice work—they can be counted on for the safe and 
thrifty protection of many products. Five separate companies make up the 
Packaging Division of the Bowater Organisation—they handle paper in a multi- 


tude of forms. ‘Their corrugated cases, sacks, drums, spiral-wound canisters, 


paper bags and protective wrappings carry British goods all over the world and 


offer strong evidence of a service that has solved many packaging problems. 


> THE PACKAGING DIVISION 
OF THE BOWATER ORGANISATION 


Bowaters Sales Company Limited, Harewood House, Hanover Square, London, W.1 
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will 
certainly 


settle 


a lot of 


Fleet 


Street 


gossip! 


Just 


check 


now! 
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HOWARD WADMAN, creative controller, Greenlys 
Ltd., who on November 6 discussed his ideas for the 
advertising of Frujade, gets down to the actual copy 
With such a large audience for the 
advertising of a new product, he says, we must put 
aside every trace of desire to shine, and 


and visuals. 


Come out boldly 
on our flat feet 


S an old copy hand it 
Am me to have to 
admit that in some of the 
messages advertising has to 
deliver, presentation (in which 
| include layout, picture and 
typography) is really more im 
portant than copy. In some 
cases, and Frujade seems to be 
one of them, pedestrian copy 
in a brilliant layout will go 
much further than excellent 
writing in a drab one. People 
are more conscious of visual 
than they are of literary style 
It seems to me that when you 
are selling a product whose pur 
chase 18 not a serious oF impor 
tant matter, and when you are 
talking to an immense audience 
of all ages and incomes, it Is a4 
good thing to make your appeal 
as visual as you possibly can. It 
s not merely that every picture 
tells a story, but that the total 
vok of an advertisement tells a 
story, and tells it far quicker 
than any words can do 
This does not mean that the 
luvout man can take a bow while 
the copywriter slinks miserably 
nto a corner, It means that the 
Iwo must work intimately 
together, each contributing his 
wen special work and criticising 
the work of the other, each will 
ne to adapt his effort to the 
requirements of a common and 
inonymous effect 
This close collaboration ts not 
ilways achieved. The organisa 
ion of some agencies puts copy 
ind layout into watertight com- 
vartments and makes it almost 
impossible. Gilbert v. Sullivan 
stresses easily develop, and there 
u struggles for ascendancy 
Although, in an increasingly 
sual age, presentation has 
so important, it remains 
it in most cases the copy- 
writer has a better sense of ad- 
ve 1g values than the artist, 
and is usually better briefed on 
narketing policy. 
* * 
Me Give a crude example 


of the interaction of layout on 
copy (it is unfortunate that the 
intimate by-play of agency life 
cannot be reproduced in articles). 
My own method when begin- 
ning &@ new copy assignment ts not 
to sit and ponder all the possible 
ways of tackling it, but to write 
reams of stuff rapidly and have 
a look at it As the little girl 
said “How can | know what I 
think till I hear what I say?” 
And how can you tell what 
angles may be usable until you 
see them in typescript’ 
One such early piece for 
Frujade reads like this 
“Think of a waterfall in a 
cool deep dell where the liquid 


The Frujade articles are 
intended to demonstrate, 
taking an imaginary product, 
a new fruit drink in tablet 
form, as an example, how an 
advertising campaign should 
be prepared. 

Previous articles have given 
the “brief” to the “A.W. 
Advertising Agency” and out- 
lined the creative approach. 
Peter Ray, F.S.1.A., has pre- 
sented his pack designs. 

Next week Howard Wad- 
man, who this week writes 
the Frujade copy. will visualise 
the press advertisements, 

Subsequently oth r members 
of the team wil! write on 
layout and artwork, 
design, films and mechanical 
production. 

“Advertiser’s \\ ckly”, as 
has already been 
offers student read 
of £5 5s. Od. for « 
the Frujade camps 
can be obtained 
editor. 


light falls sojt on the dripping 
moss 

and that is not so re- 
freshing as a glass of Frujade— 
the fruit drink you can make in 

a moment. Simply dissolve one 

concentrated tablet in a glass 

of water and—-fizz! You have 

a bubbling drink of fruity 

freshness etc.” 

That first paragraph is an 
attempt to evoke thirst and the 
quenching of thirst but it is too 
slow, too pseudo-literary. 1 had 
another 

“A dive into cvol water. A 
lemon at half time. A Ski-run 
on crisp snow. Think of the 
kick they give you—the icy 
sparkle and the tingling tang. 

Then think of Frujade, the 

new fruit drink that is simply 
everywhere this summer. Watch 
that sizzling citizen pop a 
Frujade tablet into a glass of 
water. What coolth, what 
favour! See how he gulps it 
down. He's enjoying the fresh, 
fruity flavour of Frujade—and 
so will you.” 

1 am leaving out all the “com- 
mercial” detail about flavours, 
pack and prices for the moment; 
| merely want to make the point 
that these bits of copy are off 
the beam because they spend too 
much time doing what picture 
and presentation ought to have 
done at first glance 

The effect of high spirits and 
elated refreshment can 
achieved much more quickly by 
the illustration, typography and 
overall “mood” of the presenta- 
tion. The vocabulary of design 
is much wider than it was in the 
days of Haslam Mills, and the 
tasks that sheer writing then had 
to do can now be more directly 
done by other means. In conse- 
quence advertisements have 
become less urbane. less literate. 
but slicker and more universal in 
appeal. 

If presentation will look after 
the thirst-quench and the sparkle, 
then copy is free to concentrate 
on the facts, and this is no dis- 
advantage to us because. as it 
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READER’S DIGEST GUARANTEES 
850,000 FROM APRIL— 

cost per 1,000 

down again! 


How advertisers gain from 
soaring Reader’s Digest sales — 
and conservative guarantees 


UR first circulation guarantee was for 
400,000 in 1950— remember? 

So our guarantee of 850,000 monthly average 
net paid sale from April 1953 means that sales 
will have more than doubled in three years! 

Rates, of course, must go up. But every year 
the real cost, the cost per 1,000 circulation, has 
been kept down. (This is something few other 
magazines have been able to achieve, as a com- 
parison between 1950 and 1952 wil! show.) Next 
April our page rate rises from £445 to £535. But, 
even on the conservative figure of 850,000, the 
cost per 1,000 still goes down, to 12/7d. 

This guarantee, on which our new rates are 
based, is deliberately cautious. And past 
guarantees have been exceeded, each year, by 
actual sales. Advertisers cannot lose, and in 
practice have gained substantially — this autumn, 
for instance, they are getting about 100,000 more 
circulation than they reckoned on. 


@ BLACK &WHITE FOUR COLOUR 


From April, the rate for a 4-colour page will be ¢ 

£625 —only 17% higher than for black-and-white. And better value than AND HOW THEY READ! 

ever, because the cost per 1,000 circulation falls from 16/5d. to 14/9d. 3 The Reader's Digest carries your message to both men 
But to make colour more attractive still, full-colour bookings made  $ and women— people of above-average purchasing power. 

before January Ist will run at present rates any time in 1953. On the new W% of them read it at home. They read it more 

guaranteed 850,000 circulation, this makes the page cost per 1,000 only > thoroughly than most magazines are read — spend longer 

This is a bargain indeed. It only needs (and certainly deserves) a prompt aad 


The 1952 Hulton Readership Survey showed that no 

decision. , other magazine reached over 4,000,000 readers at such 

All advertising — black-and-white or colour—may be cancelled up to 5 ‘0 page cost per 1,000. In quality and quantity, this 

3 weeks before closing date ° faithful readership will be an even finer investment for the 
; advertiser in 1953. 


ttt 


The Advertisement Director The Reader’s Digest Wd 
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When 
Export Trade 
has to be 
¢ promoted 
and sustained 
no other 
‘publication 
| in the world 
can equal 
THE 
STRATED 


ONDON 
NEWS 


W. J. COWAN ADVERTISEMENT MANAGER 


: Ingram House © 195/198 Strand * London W.C2 
Temple Bar 5444 
+ David KITCHING, Northern Representative, 
4, Chapel Walks, Manchester 
Telephone Blackfriars 4109 
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The Frujade campaign—continued 


| of them in sma 


happens, they are novel and 
interesting 

A copywriter who has a very 
plain and simple task ahead of 
him should never begrudge an 
hour or two spent in throwing off 
the fancy stuff which he may 
want to write. The mere act of 
writing gets it out of the system. 
But he must not make the error 
of feeling he then has a vested 
interest in preserving it at all 
costs. Put it down on paper, slip 
it into a bottom drawer, and get 
back to your muttons 

* 7 * 

Let US RE-CAP on our Own 
problem, We have a brand new 
product, in fact it is More than 
brand new; it is new in kind. 
The thing must be explained. 
What is it. how does it work, 
what does it do? Our petential 
buyers are housewives, and par- 


Note on my blotter: Peter 
Ray's technical solution for the 
packing of Frujade tablets 
struck me as clear and good. 
Ask him to get more “fruiti- 
ness” into the design on the 
pack and the outer. Couldn't 
we have a whacking great 
lemon on the lemonade pack, 
etc.? Perhaps the fruits should 
be humanised into figures. Try 
out. 


ticularly housewives with chil- 
dren, but we have a much larger 
audience than that We want 
dad to bring home a packet of 
Frujade as a treat; perhaps he is 
more likely to go for a new idea 
in the food field than mother is. 
And then, of course, we want the 
youngsters themselves to know 
about us and start clamouring for 
the product 
With an audience of that size, 
let us put aside every trace of 
desire to shine, and come out 
boldly on our fla: feet 
Thirsty? Here comes FRUJADE 
the glorious, NEW sparkling 
fruit drink in « concentrated 
tablet. 

Drop a Frujade tablet into a 
glass of water and watch! The 
tablet dissolves at once, and in a 
few seconds you have a fruit 
drink full of luscious flavour and 
sparkling tang. 


A glass of Frujade is as as 
fresh fruit —- and 
cheap. It costs a penny. Lay on 
Frujade for your picnics and 
— and all sort. of meals. 

‘rujade is the quench for every 


thirsty man, woman and child! bd 


6 favours: Lemon, Orange, 
Grapefruit, Raspberry, Lime 
Juice, Ginger Bee: 
sealed packets of |) tablets, Is. 
at your grocer, «! nist, sweet- 
shop, store. Give ‘ne family a 
Frujade treat 


We still have a 


mportant 
| points left ove to speak. 

They would ha ered the 
} Main copy, bur w take care 


subsidiary 


paragraphs with separate illustra- 
tions, These points are: real fruit 
ingredients, saving on bottles, and 
the special pack. These small 
pars (at any rate in the larger 
spaces) could read like this: 
Frujade tablets are made by an 
entirely new and patent process 
from pure fruit juice, cane sugar 


y is a nuisance—to say 
oy of the bother when you can’t 
find the opener. With Frujade 
you have a sparkling fruit drink 
where that you can get water. 
rujade tablets come to you 
fresh and untouched in an air- 
tent, f, sealed glas- 
pack. tablets of one 

to pack. The 
is only Is. so why mot take back 


Now, I think we can safely 
assume that the above will never 
find its way into an anthology of 
advertising prose, but I think it is 
nearly ready to do the hard work 
which the first few months of a 
new product impose. 

A little later we can introduce 
a slogan which in the smal! off- 
season spaces may be able to 
carry almost the whole copy 
It runs: 


or fruity flavour and for fizz 
FRUJADE thet freshest 
drink there is. 


With the addition of the phrase 

a tablet makes a glass” and 
suitable illustration this will say 
everything we need to say when 
people know what we are talking 
about. 

The next step is to get some 
visual bashes for interna! discus- 
sion, to see whether the line I 
have taken will stand up to pre- 
sentation. Where's that B pencil? 


Points on layout 


James E. Gallagher, copy chief 
of an American agency, writing 
in Printers’ Ink on “Don't let 
space cramp your style,” makes 
these points on layout. He aims 
to show how space can be filled 
with a dominant element while 
leaving room for other selling 
points. 

Study and utilise value con- 
trasts. Use the ranges of colour 
between black and white to separ- 
ate the various surfaces or planes 
—not only the sharp contrast 
between line and half-tone, but 
the full range of values or keys 
in both line and half-tone. 

Let one surface dominate. 
Where the foreground illustra- 
tion is the key illustration, carry 
backgrounds in subdued value. 
The use of subdued values per- 
mits large size without domin- 
ance, for strong values, interest- 
ing textures and shapes permit 
dominance without size 

Before you start looking for 
ways to work another element 
into your rough, consider whether 
it might not just as well go into 
the wastebasket. 


| . 

| 
| 
| 
| and an acrating agent. You can j 

§ taste the ripe fruit in Frujade, 

; | and the tang is so refreshing. - m 

; No bottles to carry about with 

Frujade! That 34. on the bottle 

us 4 two or three flavours and see 
which the family prefer? 
| 
! | 
| 
| 
| 
| 
| 
| 
| | 
| | | 
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Serving the individual 


of Outdoor Advertisers 


The full advantages of our highly organised and 
comprehensive service combined with carefully 
considered, impartial advice based on over thirty 
years’ experience of the founder members, are 
available to all users of outdoor media. 


Advertisers with specific outdoor 
media problems will find the Newton House 
Brochure invaluable. A copy will be gladly sent on 
request without obligation. 


A. W. NEWTON LIMITED 


Specialists in Outdoor Advertising 


20 BERKELEY STREET - LONDON 


Telephone: GROsvenor 6431 (7 lines) 
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Copy testing 
by leaflet 
distribution 


|! is difficult to obtain an 

exact test of copy, especi 
ally when it 1s almost impos 
sible to secure a short run 


There wriles a correspon 
dent, director of a well-known 
advertising agency, a method of J J 


testing copy very quickly and 
inexpensively 


Recently an advertiser wished 
to test the merits of two adver- | 
tisements Both appeared good 
and opinion ) their merits were 
evenly divided. It was decided to 
print an equal quantity of each 
on a leafle with no Other copy 
matter, Each was keyed A and B 

These leaflets were then dis 


& 
an average residential area, Total 
distribution was 28,800 and the bad 


leaflets were distributed each to 
alternate houses so that there was 
no differentiation between types 
of households. The advertisement 
embodied an offer of a bookle 


and within three weeks, the {k 


wing response was received 
Advertisement A, 455 replies 
Advertisement B, 282 replies. | 
This sult proved to 


the | 
advertiser's satisfaction that | 
advertisement A was the better 
sees And on an inc 
been made on a lesser distribu. | e 


tion of about 12,000 leaflets 

which only cost £40 to distribute 
a reasonable price to pay for 

securing an accurate answer 


How to get a ‘house 
history’ published 


REGULAR trickle of firms’ 


<<" There’s no better buy! 


vely planned. This ad 
recent ssue of 


ipposite 
if you have a 
snieresting story 


essentials for 
{re you willing 
good? 

Can you afford cha project’ 
Th ‘ va aah re lat ns 
hut u should " be a substitute 
fow y 

Bin The breathtaking sales rise of 
a nan buta son | 
of inter and nt. | the WEEKLY OVERSEAS MAIL 
Give m / HOME EDITION is the wonder 

of recent journalistic history. 

? It’s the talk of Fleet Street. 

or fact hardening sales this bright and 
lively weekend newspaper has 


harmtu 


moved into an assured place in 
over a million homes — and, 
incidentally, given us a man- 


tion and public relations pro HOME EDITION 


to your book after it is published 


> 
\ 
A 
we 
od , 
= 
A histones s published 
| 
| Many of these books are a waste 
| f effort beca tt i not 
| construct 
vice fro 
} 
Printers’ inh 
yourse 
legitimate ar 
wt 
a 
‘ 
2 purchase a stipulated number of 
copies 
tion and pul 
that 
| 
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sized production headache... . 
but that’s our problem. 

Your consideration is — can 
you really omit this up-and- 
coming weekly from any hard- 
working schedule for a nation- 
ally advertised product? 

For any advertiser or his 
agent the moral is plain. THE 
WEEKLY OVERSEAS MAIL HOME 
EDITION circulating through- 


out Great Britain is the out- 
standing bargain in current 
national media, with a single- 
column inch rate of £6 and a 
sales figure in excess of a 
million and still rising by fan- 
tastic leaps and bounds. 

And those extra hundreds 
of thousands will be yours for 
the taking during the next few 
months—if you take them now. 


The rate of £6 a single- 
column inch will stay that way 
until June 30th. After that? 
Well, that’s another story. 


Enquiries to: Advertisement 
Manager, Weekly 
Mail, Northcliffe 
London, E.C.4. 


Overseas 
House, 
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AD. MAN’S BOOKSHELF 


Thousands of 
addresses 


Kemp's Directory 1952. (Kemp's Com- 
mercial Guides Lid., £5.) 

Over 1,250 pages of this book 
are closely covered with the 
names and addresses of suppliers 
of all kinds of goods and services, 
classified alphabetically The 
volume is broken up into five 
sections. The first lists London 
addresses, the second contains 
names and addresses of legal 
firms, and others cover exporters, 
provincial and overseas firms 


Publishing story 

The House of Collins : The Story of a 
Scottish Family of Publishers from 1789 to 
the Present Day, by David Keir. (Collins 
Sa.) 

This fascinating history of a 
book publishing house and its 
authors, told by a former politica] 
correspondent of the News 
Chronicle, was himself a novelist, 
throws some light on the early 
history of Collins Magazine for 
Boys and Girls. 

The firm felt that “the very 
young had their ‘comics,’ and 
adolescents turned often to adult 
literature; yet there seemed a gap 
between the two which books 
pemees could only partially fill 

oreover, the house, which had 
run a successful children’s maga- 
zine in the nineteenth century. 
was anxious to revive an old 
tradition.” 


U.S. ads., too 


The Connoisseur Year Book 1953 
(National Magazine Co. Lid. 2is) 

Fine printing and superb illus- 
trations, which are a feature of 
the bi-monthly Connoisseur maga- 
zine, are again in evidence in this 
attractive Year Book for collec- 
tors, students and connoisseurs 
of the arts. 

Art dealers, not only in London 
but from New York as well, 
support the publication § with 
pages of advertisements. 


BRIEFLY .. . 


Baily's Hunting Directory 1952- 
1953 (Vinton & Co., 25s.) con- 
tains details of 570 packs with 
addresses and telephone numbers 
of masters, secretaries and 
kennels, specially useful items for 
compilers of mailing lists A 
number of American packs are 
also listed 

* . * 


Yachting World Annual 1953, 
incorporating The Yachtsman's 
Annual, published by Yachting 
World, lists sailing records for 
1952 and other information useful 
to all interested jn yachts and 
yachting. The administrative side 
of yachting, the work of the 
Yachting Association, the 
LY.R.U. and the Royal Ocean 
Racing Club is recorded, while 
all important race results and 
trophy winners are tabulated, 


| 
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9-year-old Michael Millbank entered 


this effort for the contest in which— 


CUSTOMERS (‘°) DESIGNED ADS. 


T° publicise pocket watches 
4 for boys, Frank Edwards, 
advertising manager of Inger- 
soll, hit on an idea which made 
copywriters and layout men of 
boys of five years old and up- 
wards. Is giving a substantial 
lift to sales, and has brought 
valuable information about 
what selling features of these 


ground by making the subject of 
the competition the designing of 
a Christmas advertisement—lay- 
out and copy—for the product. A 
secondary aim of this scheme 
was the obtaining of the boys’ 
own views as to the most appeal- 
ing qualities of the product—to 
help guide future advertising in 
this field 

The competition was an- 


Frank Edwards, advertising and 


sales) promotion manager of 
Ingersoll, in foreground; George 
Cooper, advertisement manager 
of “Picture Post and Charles 
Irwin, radio actor who plays 
Luke in the “Riders of the Range 
stories, pick the winning entry in 
the “over 12" eroup (right), sent 
hy 16-year-old Gerald Scarfe 


Picking a 
winner 


products the consumer market 
itself considers most important 

Earlier this year, Mr, Edwards 
arranged with John Myers, ot! 
Hulton Enterprises, the launch 
by Ingersoll of two special Pocke 
watches, cach with full colou 
dial. one showing Dan Dare 
(space adventurer of the Fag 
magazine front page and also 
leading character in ar ad.o series) 
and Jeff Arnold. cowboy hero of 
Riders of the Range (also Eagle 
and radio series) In each watch 
the dial is animated 

A series of spaces was taken 
in Eagle and the campaign in 
cluded trade press advertising 
direct mail and sales magazine 
publicity 

Following the first impact made 
by the new products, a special 
campaign was planned for this 
autumn. It was decided to hold a 
competition, advertised in Fal 
Mr. Edwards broke fresh 


nounced in Eagle on October 3 
ind closed on October 24. The 
peak number of entries was re 
ceived on October 8, five days 
ncluding the weekend) after the 
ompetition was announced 
Youngest entrant was five years 
id. the eldest 18. Entries came 
om all parts of Great Britain 
Most distant entry was from 
Malta. included in the postbag 
was one entry from a girl 
Some 40 per cent of the com- 
petitors used actual Ingersoll! 
sales phrases; in about 10 per 
nt of entries the Ingersoll name 
siv.c was copied. 
| he announcement had asked 
petitors to re-read earlier 
advertisements for these 
watches, and internal evidence 
such as careful copies of draw- 
nes used in previous advertis- 
»2) showed that many entrants 
id so. Some adult readership 
for the advertisements was also 
gained—it was obvious that 


several parents had helped 

competitors. Both these factors 

of course, increased the value 
of the publicity obtained by 
the competition. 

Features of Ingersoll watches 
given most prominence by the 
competitors were, in this order: 
accurate timekeeping and _ reli- 
ability; the price—“only 30s.” all- 
in free service guarantee; length 
of service given by Ingersoll time- 
keepers (including references to 
“Dad's Ingersoll”). 

Many competitors used as a 
slogan, “Ask Mum and Dad.” or 
“Ask ‘your parents,” phrases 
which, because of their popularity 
among the children themselves, 
are considered to have useful pos- 
sibilities for future advertising. 


Reaction by 

age groups 

Older boys showed a definite 
preference for one of the models 
(the Dan Dare) while younger 
ones preferred to feature the 
Riders of the Range watch. 

Judges of the competition were 
Mr. Edwards and George Cooper, 
advertisement manager of Pic- 
ture Post. They were assisted by 
Charles Irwin, the actor who 
plays “Luke” in the Riders of the 
Range radio series. 

First prize in each of two 
groups (under and over 12) is an 
“Eagle Chest” containing a num- 
ber of products bearing the Eagle 
insignia, and consolation prizes 
were offered including additional 
prizes for owners of Ingersoll 
watches 

The winning advertisement in 
the over 12 group is to be pub- 
lished in Eagle of December 19. 
So good is the drawing that no re- 
touching will be necded before 
publication, 


Ghostly effort or 
the right was sub 
mitted by Rober 
Mushens (14), of 
Sunderland 


JIMS ALWAYS ON TIME — 


No wonder, Ras 


INGERSOLL EAGLE WATCH 


INCERSOLE 


DAN DARE AND RIDERS OF ‘§ 
THE RANGE WATCHES 


Direct to the point goes the entry 
from Malcolm H. Cockett (13) 
from Stockport. 
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‘NORTH RIDING 


AND COUNTY DURHAM 


for Flocks 


Over the years, a local newspaper such as the DARLINGTON AND STOCKTON TIMES 
builds up an intimate personal association with its readers; in a sense, it 
belongs to the people. The varied readership of the DARLINGTON AND STOCKTON 
Times is made up of the prosperous North Riding and County Durham 
farmers, the communities of the mining area, and the many thousands 
who are earning good money through the other important industries in 
this area. To sell your goods to these people, the soundest course you can 
take is to advertise in the columns of their newspapers. 

You will find the 36 Westminster Press newspapers strategically situated 
throughout Britain's thriving Provinces. It costs surprisingly little to 
advertise in the ‘Thrifty Thirty-Six,” and you are telling your sale 
message to a big-spending public. 


the thrifty 
for well spe repriations 


40 the Thrifty Thirty-Six are members of the A.B.C.) 
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ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, £.C.4. TEL: CENTRAL 3265 


Leeds Office : Manchester Office 


11 ALBION PLACE, LEEDS 1. TEL: LEEDS 24998. 


A wet W 
Showcande 


ANY PRINTED MATTER CAN BE BRIBONISED 


ALWAYS LOOK NEW AND FRESH— EASILY 
CLEANED 


WILL NOT WARP OR DETERIORATE IN ANY 
CLIMATE 


Lear more about these ieinetadiie new showcards by sending for our fully i/iustrated ang descriptive catalogue. 


BRIGHTON LAMINATIONS LTD., 49 NORTH ST., PORTSLADE, BRIGHTON, SUSSEX. Telephone: HOVE 47177 


j ion 
ad i ¢ 
MIDLAND BANK HOUSE, 26 CROSS STHErT MANCHESTER 2 TEL: 3930 
iC INEXPENSIVE—NO COSTLY ACETATE PROCESS q 
DESPATCHED WITHOUT COSTLY PACKING 
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* THE WARERITE TRIAL ADVERTISEMENT 


Brighter Homes 
Lighter Work with 


WARERITE 


Plastics “ 


WARERITE isthe won- 
derful surfacing material 
which gives brighter, 
longer life to furniture 
in every room in the 
house. Stains and marks 
left by spilt liquids—hot 
or cold—are completely 
removed by a rub with a 
damp cloth. There's no 
need to use a tablecloth 
on a WARERITE table 


ACTUAL 
SIZE OF 
SPACE 


sie th page. 
EFFECTIVE LIFE IDays. | 


PULLED... 


Messrs. Warerite Ltd. of Ware, 


Herts. are well known manu- 


in Advertising and Members of 
the London Press Exchange 


editorial and a half page 
advertisement. 


facturers of laminated plastic group of Companies, advised a 
surfacing material for the home. trial advertisement in the 


“RADIO TIMES”. 


The announcement, offering a 
free sample of four Warerite 


They had a sales problem: how tumbler mats, carried a coupon. 


to introduce into as many homes 
as possible, as quickly as possible 
and as cheaply as possible, 
samples of their products. 

Their agents Messrs. Technical 
and General Advertsing Agency 
Lid., Incorporated Practitioners 


An eighth page at the c 
£400 for the insertion, was b 
on a composite page. As 1! 
pened, the advertisemer 
placed in the top left hand 
on a composite left hand 


(page 14) facing a halt 


The date of the issue was the 19th 
of September, 1952. Three replies 
arrived on the 17th (two days 
before publication date), 45 re- 
plies on the 18th and 367 on the 
19th. By the 31st of October, 1952 
the total reached 27,134 replies. 


RADIO TIMES FOR ADVERTISING 


Average weekly Net Sale (A B.C. Jan.~June, 1952) 7,792,919 copies 


+ 
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RADIO TIMES 
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The new issue of * Facts, Graphs, and Figures’ for the RADIO 
TIMES is now available for distribution and will be sent free 
of charge to principals writing on their business letter heading 


with A STRONE PULL ano a LONG 


All enquiries to : Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 


ADVERTISER'S WEEKLY 


livre is a@ table showing what 
ha;pencd during the currency 
week: 
DATE No. OF 
September 
Wednesday, 17th 
Thursday, 18th 
Friday, 19h - 
Saturday, 20th 
S nda 21st 
Monday, 22nd 
Tuesday, 23rd - 
Wednesday, 24th - 
Thursday, 25th - 
Friday, 26th - - 
Saturday, 27th - 
Currency ceases 


Yet during the second 

DATE No. OF 

September REPLIES 
Monday, 29th - 2,157 
Tuesday, 30th - - 1,555 

October 
W ednesday, Ist 1,225 
Thursday, 2nd - 743 
Friday, - 573 
Saturday, 4th - 458 


Over the whole period of the 
“life” of the advertisement the 
picture is as follows: 

(please see graph) 


No. OF PERCENTAGE 
REPLIES OF TOTAL 


Currency week 18,305 67°4% 
Second week - 6,711 248% 
Third week - 1,271 47% 
Fourth week - 438 16% 
Fifth week - 270 10% 
Sixth week - 139 


27,1 34 100°0% 


The “life” of the advertise- 
ment, up to the date of writing, 
proved to be one and half months. 
The cost per reply worked out at 
353d. or just over 3%4d. 

The trial is deemed to be a 
success 


Sells Limited, Brettenham House, Strand, W C.2 
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A fourth-hand copy of the first old faces, but ... 


Many great typographers used Caslon as a 


stepping-stone to success 


By VINCENT STEER, 


type director, Graham & Gillies Ltd. 


HEN a_ typographer 
thinks of Caslon, he 

naturally includes all those 
sturdier designs that have been 
grafted, as it were, upon the 
parent stock 

Among these near relations of 
Casion are Shank’s Plantin, 
Stephenson Blake's Old Style No 
the Monotype faces hiswell 
Old Style and Imprint Old Face, 
not to forget the hefty Caslon 
Old Face Heavy. In the United 
States they have the counterparts 
of all these faces and all are 
unashamedly called Caslons 

In the world of books, Caslon 
suffered a decline, for as a text 
type Caslon is rather cramped in 
the smaller sizes. In advertising, 
however, when We think mainly 
in terms of headlines, the Caslon 
family is still in daily demand 
for all utilitarian forms of printed 
salesmanship 

Casion may be a fourth hand 
copy of the first old face created 
by Aldus, now known as Bembo, 
but in the two hundred years that 
went to its development it gained 
a sturdiness of character all its 
own 

Nearly every great typographer 
learned to use type by using 
Caslon, for there is something 
you can learn by using it that no 
other type can give you 

To get the real Caslon touch 
it must be used in the way the 
great Georgian printers used it 
They had no bold faces. They 
gained their emphasis cleverly by 
the contrast of large sizes with 
small sizes. by careful word 
spacing and letter spacing, and 
by the use of nine degrees 
of expression provided by every 
complete fount of roman and 
italic 


What is 


the 


the secret of the 
original Caslon? Why has it 
prevailed to this day? Because 
every single punch in every size 
was cut by hand. It is not perfect 
by any means, but then “a type 
too perfect is not a perfect type 

It is the very imperfection of 
Casion that makes it so human 
a type. In every size the weight 


and colour is just right. In the 


larger sizes there is really no need 
for a bold Caslon, for the type is 
bold enough. 

In most other types We are 
chary of using 72-point, for in the 
large sizes they look crude and 
coarse. But with Caslon the 72- 
point can be enlarged up to 144 
point and still it looks graceful 
and elegant. 

In the smaller sizes, unless 
printing on antique, it may be 
necessary to use Shank’'s Plantin, 
which has the necessary weight to 
compensate for the changed con- 
ditions of modern printing tech 
nique. But type printed from 
stereos will thicken up slightly, 
especially on newsprint. 

What has Caslon got that 
Perpetua hasn't? Well, for one 
thing, it has a really spirited 
italic, which is one of the chief 
reasons for Caslon’s continued 
popularity, Perpetua Italic may 
be graceful, but it lacks the 
urgency we need in advertising. 
Caslon italic has the quality of 
speed and it also has a comple- 
ment of fancy capitals that 
printers insist on calling squash. 
when the right word is swash. No 
italic is complete without them, 
but they must, of course, be used 
with discretion, 

Printers do like 


not swash 


| 


| 


This 


abcdefghijklmnopgqrstuvyw 

ABCDEFGHIJKLMNOP 
ORSTUVWXYZS 

ABCDEFGHI IL 


long descender version of Caslon Italic is awaited | 
vraphers who feel that there is a shortage of really g 


capitals because the kerns, or 
overhanging parts break off. This 
is a matter for the typefounders 
to take up. The Americans have 
solved this problem by casting 
swash characters in special moulds 
that provide a mortise, so that 
lower-case characters can be fitted 
inside the overhanging parts with- 
out the use of kerns. Extra lower- 
case characters are included in 
the founts, cast on bodies of 
proper size to fit the mortises in 
these capitals. Italics in sizes 
from 24-point upwards are cast 
on angle bodies, which make for 
closer fitting and the elimination 
of kerns on the lower-case. 

The American Typefounders 
have also produced a bold version 
of Caslon with long descenders 
which has just the colour of the 
old face when printed on damped 
sheets with lots of ink and plenty 
of squeeze. The italic has a full 
equipment of swash capitals. 

As for a body face to use with 
Caslon, there is no finer face than 
Monotype Plantin, which is based 
on a sixteenth century ald face 
cut by Robert Granjon for 
Christopher Plantin, the famous 
printer of Antwerp Though a 
shade coarse in the large siZes, in 
the smaller sizes it has just the 
weight and colour to blend with 


y many typo- 


(as_ons °Fifteen 


Casloa Aatique 
Caston Antique Italic 
Caslon Oldstyle 
Caston Oldstyle ltalic 


Caslon Jtalic Specials 
Caslon Openface 
CASLON OPENFACE TITLE 
Caslon Clearface 
Caslon Clearface Italic 
Caslon Medium 
Caslon Medium Italic 
Caslon Black 
Caslon Black Italic 
Caslon Black Condensed 
Caslon Catalog 
With this family of 15 Caslon 
brothers at his disposal many a 


printer could successfully bear the 
burden of modern print. 


Caslon headlines. Other possibles 
are Bembo. Garamond, Imprint 
or the new Erhardt, which is a 
revival of the face cut by 
Fleischmann in 1720, the year 
when Caslon Old Face was born. 
The transitional face, Baskerville, 
is another alternative. 

The possibilities of using 
decorative typefaces with Caslon 
must also not be overlooked. In 
an all-type job, these will ensure 
a sprightly layout and are equiva- 
lent to printing certain lines in a 
contrasting colour. Appropriate 
faces are Fry's Old Face Open, 
Fry's Ornamented, Imprint Sha- 
dow and Caslon Old Face Open 

Ornament can also help put 
the Caslon touch in an all-type 
advertisement. There is a wonder- 
ful range of Monotype fleurons, 
many of which derive directly 
from the eighteenth century 
flowers used by the Georgian 
printers. The secret of using them 
lies in the invention of combina- 
tions of one unit with another 
The effect of fleurons used just as 
they are shown in the type-book 
will be trite and commonplace. 
The rule should be: Twist them 
and turn them, and mix them 
with other units, never using the 
same combination twice. The 
graceful whirls of a pleasing 
floral pattern will ensure that an 
advertisement gets the attention 
it deserves. The use of borders 
instead of rules will also help to 


hold italics. reduce typesetting costs. 
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No nae 


Choosing the right paper is never 
a blood-to-the-head business when you make 
use of Spicers paper consultant. 
Artists, art directors, advertising managers, studio managers 
and print buyers are offered a service based on the accumulated knowledge 
of three hundred years: a service that quickly finds for you the 
most sensible and attractive paper for any purpose. 


Telephone: CENTRAL 4211 


THE LONDON FIRM 
OF SILK SCREEN PRINTERS 


SSS 


Multi-unit Display Makers 
= 


He Holf-tone specialists 


13 Charing Cross Road, London, W.C2 
REEVES & SONS, LTD., 178 Kensington High Screet, London, WS 
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BS 
Our representative will be pleased to call on request 
am FP & N (SILK SCREEN PRINTERS) 
‘32:44 MOUNT WORKS - 96 UPPER CLAPTON ROAD LONDON ES 
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THE ANSWERS IN THE POSITIVE! 
Some people seem to take a delight in telling you 
what they can’t do. Charles & Read prefer to 


concentrate on what they can—which ts very 


refreshing to print buyers trying to do the impos- 
sible with all possthle speed. This positive out- 
look, combined with technique and craftsmanship 
of a very high order, 1s reflected in every phase of 


our complete photo-lit) 


good people for all -litho offset 


27 OHANCERY LANE, LONDON, PHONE HOLBORN 2882 
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COMMERCIAL ARTISTS’ PORTFOLIO 


Dorrit Dekk 


VERSATILITY and fresh- 
ness of style are outstand- 
ing characteristics of the work 
of Dorrit Dekk, whose colour- 
ful posters for Air France, 
romanticising the countries 
served by that line, have 
recently appeared on London 
buses. 

Born in Czechoslovakia 35 
years ago, Miss Dekk was educa- 
ted in Switzerland and at an art 
school in Vienna, where she 
spent two years, one in general 
study, the other studying stage 
design under Max Reinhardt 
Subsequently she studied on a 
scholarship the Reimann 

specialising in 


1946 poster de- 
to th ntral Office of 
rked on a Air France and the G.P.O., dis- 
of overnment cam- plays for British Nylon Spinners, 
Since 1949 she has been Air France, Viyella and other 
lance, designing posters for clients. She has also illustrated 
numerous press advertisements, 
; booklets, folders and articles. 
Her work is distinctive for its 
Continental gaiety and light- 
heartedness, and for a charmingly 
naive simplification of treatment. 
For her posters she likes to use 
strong, striking colours, orange 
and vivid blues being among her 
favourites. For press advertising, 
she does line drawings which, 
with their stark economy of 
means, can only be described as 
artfully artless, 
She considers that, apart from 
} any intrinsic merit they may pos- 
sess, her illustrations, because of 
her Continental background and 
training, have that subtle differ- 
ence that appeals to advertisers 
seeking to get out of the rut. 


rormatiion 


c BANE 


AIR FRANCE 


Three examples of 
Dorrit Dekk's 
illustrated on 
page illustrate 
versatility 
artist and 
deceptive simpli 
of her = differ: 
stvles At the 1 
s a display of c! 
dren's wear In 
mediately aporve 
a miniature 
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by John Heron 


Odour of hypo is 
banished 


John Heron has forsaken the dark room. The smell of 
photographic chemicals is banished from his column until 
after Christmas, and this month he reviews some new books 


which will throw light on the problem= of photographers for 
advertisers and vice-versa. 


HIS is the nearest that I 
shall get to Christmas, in 
print. So let us exchange the 
accustomed odour of hypo and 
hardener for that of printer's 
ink and paper 
Having done a round of book 
publishers, here are some books 
which will serve well as presents 
to give yourself or (after you 
have read them) others interested 
in photography for advertising. 


* * 


PHOTOGRAPHS AND THE 
PRINTER, by Frank H. Smith, 
F.R.P.S. (Focal Press, 12s. 6d.), 
should be on the desk of every 
art editor, advertising agent, 
printer, and commercial photo- 
grapher. Too few photographers 
really understand what the user 
of print requires of a photograph. 
Why do some apparently good 
photographs look disappointing 
in print? What are the basic 
differences in the requirements 
of the 3 main printing methods 
(letterpress, lithography, gravure), 
so far as photographic illustra- 
tion is concerned? Mr. Smith, 
senior lecturer in photographic 
and photo-engraving technology 
at the London School of Photo- 
engraving, takes us right up to 
the different types of presses and 
shows us patiently and clearly 
Then he shows precisely what is 
required of the photographer in 
definition, in detail, in contrast 
and key; he shows the effects of 
glaze, colour of image and paper, 
paper surface and pattern, nega- 
tive grain . then proceeds upon 
a detailed examination of the 
requirements of half-tone, litho- 
graphy and photogravure. A 
chapter is also included on the 
special problem of colour photo- 
graphy for reproduction. 


* * 


SYNCHRO-FLASH PHOTO- 
GRAPHY, by G. L. Wakefield, 
A.LB.P.. F.R.P.S.. and Neville 
W. Smith (Fountain Press. 
27s. 6d.), now appears in a third, 
extensively revised edition, made 
necessary by the rapid develop- 
ments in this field, now that 
auxiliary photographic apparatus 
is in much freer supply. 

David Eisendrath, ef New 
York, edited the MS to ensure 
that the development of flash 
technique in the United States 
was adequately covered. 

Starting with a detailed exam- 
ination of the characteristics and 


performance of British flashbulbs, 
the book develops an interesting 
comparison of synchronisation 
methods, and examines several 
home-made synchronisers. The 
effect of flashlight solo, and com- 
bined with daylight, is explained 
and the essential “marriage” of 
flash exposure and 
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correctly | 


balanced development is compre- | 


hensively treated. Synchro-testers 

are discussed, and a_ helpful 

appendix of data tables includes 

a full list of exposure indices. 
* * * 


EXPOSURE METERS, by | 
J. 


F. Dunn, M.LE.E., F.R.P.S 


(Fountain Press, 35s.), is the first | 
British work to provide a really | 


comprehensive serious, analytical 
Study of every aspect of exposure 
control, with a masterly examina- 
tion of the 5 principal groups of 
exposure-calculating aids; tables 
and calculators, as such, extinc- 
tion meters (to which Dunn 
delivers a neat laboratory K.O.), 
photo-electric integrating meters, 
photo-electric incident light 
meters, exposure photo-meters 
The author is refreshingly frank 


where his scientific experimenting | 


has shown him that a particular 
form of exposure device is un- 
reliable. 
service by explaining highly tech- 


nical matter in a way which even 
highly untechnical photographers | 


can understand 
The book is much more than 
its title suggests, because in addi- 
tion to frank 
every well-known meter and cal- 
culator, it also gives a complete 
guide to all problems of exposure. 
Now to three 
entirely different nature 
essentially picture-galleries. 
* * 
PHOTOGRAPHY YEAR- 
BOOK (1953), edited by Harold 
Lewis (The Press Centre Ltd., 
25s.), is another edition of the 
most ambitious British 
review of the world’s best creative 
photography Lewis has tried 
hard to focus on the best of 
British creative genius; but alas! 
of the 90 photographers repre- 
sented only 21 are 
suspect, 
book had been published any- 
where but in London, the U.K 


He has rendered a great | 


comparisons of | 


books of an | 
both | 


annual | 


British. I 
moreover, that if this | 


representation would be even less. | 


* * 


PHOTOGRAPHY ANNUAL | 


(Crown 


Publishers Inc., New 
York 


obtainable through Foun- 


Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 
for the design and production 

of modern Sales Promotion material. 


Arts Group 


Centralised planning, visualising and copy writing 
together with over 50 leading designers 

and artists are at your service for creating 

selling publicity. A complete blockmaking, 

paper and print service ensures 

co-ordination between design and production. 
MERCURY DISPLAYS LTD 

Design and construction for Display and Exhibition. 
Dealer servicing and storage. 

ATLAS PHOTOGRAPHY LTD 

Monochrome and Colour photography. 

Quality printing and giant enlargements. 

ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


If our Organisation can assist you, 
please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET, W.1 
GROSVENOR 8711 
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Layout Pads 


Holborn 6245-6 


Colyer Southey Ltd. 
17-18 Tooks Ct., Cursitor St., E.C.4 


Manufactured by 
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PACKAGING 
WILLIAM W. 


STAPLE HOUSE, CHANCERY LANE 
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WALTER BIRD 
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Monochrome or Colour 
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Photography in Advertising—continued 


lt is strange that more women photogra 
commercial still-life work, commented J 
talking to Evelyn Lees who does so specialise. 


hers do not specialise in 
n Heron last month after 
This shot of tablets of 


London's Pride soap taken for The Robert Freeman Co., Lid., is 
an example of her work. 


tain Press, 25s.) is the American 
counterpart of Lewis's book. 
Published for the first time only 
3 years ago, it now sells some 
750,000 copies a year and is a 
stimulating, exciting book. Of 
the 200-odd photographs, many 
in superb colour, 80 per cent are 
by United States photographers. 
There is a life. a richness and a 
newness about almost every page. 
Perhaps the secret lies in this 
note in an introduction. 
“Pictures have been judged as 
pictures, not as examples of this 
or that kind of photography. . . 
(a picture) is good if it springs 
from the human heart, or if it 
reveals something that was seen 
freshly or if it communicates an 
experience, a mood, a feeling or 
an idea.” 

These pictures reveal an 
intense, almost passionate interest 
in humanity . . . an easily-sensed 
human 
kindness shrewd 
secingness, 

* * * 

PHOTOGRAMS OF THE 
YEAR 1953 (published for 
Amateur Photographer by Niffe, 
12s. 6d.) contains a selection from 
the more important photographic 
salons of the year. with a critical 
commentary by Bertram Sinkin- 
son, F.R.P.S.. F.1.BP.. printed in 
English, French and German. 
The pictures chosen have been 
exhibited in many of the most 
important photographic exhibi- 
tions of the world. and are here 
reproduced with the ereatest care 
for accuracy in hich quality 
photogravure. The pictures repre- 
sent the work of some twenty 
countries and cover every phase 
of pictorial art and technique. 
The book includes « resumé of 
photographic work during the 
year, written by the president of 
the Institute of B:itish Photo- 
graphers, Frederic Robinson, and 
incorporating ation sup- 
plied by prominent ‘tographers 
throughout the wor | concerning 


and a 


the progress of photography in 
their own countries. 
* * * 
PHOTOGRAPHERS AND 
THE LAW, by David Charlies, 
F.R.P.S. (Iliffe, 7s. is a 
clear exposition in 150 pages 
of the law in all its aspects as it 
affects the photographer—copy- 
right, libel, dangerous chemicals, 
trading and workshop regula- 
tions, contracts, taxes, insurance, 
employees and many other things. 
* * 
DICTIONARY OF PHOTO- 
GRAPHY, by A. L. M. Sowerby, 
B.A., M.Sc., F.R.P.S. (Iliffe 21s.), 
is now in its 17th revised edition. 
It runs to over 700 pages and by 
now is widely recognised as a 
completely reliable and compre- 
hensive reference book, alpha- 
betically arranged. 
* * 
MY EXPERIENCES IN 
COLOR PHOTOGRAPHY 
(Fountain Press, 50s.) is the last 
work Dr. Pau! Wolff completed 
before his most untimely death. 
Perhaps the world’s greatest Leica 
photographer, Wolff in this 
volume seems to show us all the 
richness of a lifetime's experience 
in unbelievably lovely 6 and 8 
colour plates, on beautiful quality 
paper, each picture, from a single 
tiny flower to a vast blast furnace, 
pulsatingly alive 
This is undoubtedly the finest 
collection of colour photographs 
ever published in one volume, 
Finally, in this pre-Christmas 
edition 


Nurnberg, 
F.R.P.S.. F.LB.P., Focal Press, 
17s. 6d.) which I first read 12 years 
ago. Since then, so much has 
happened; but many still regard 
this work as covering the field as 
well as any, and far better than 
most. Especially is this so now 
that illustrations and text alike 
have been thoroughly overhauled 
to take in modern lighting devel- 
opments. 

Bon Noél. 
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L-E-T-T-E-R-S 


Their history and development as well as their present 
uses in such fields as publicity, fabrics, silver, glass, 
packaging, display, architecture and other creative 
design are described and illustrated in a new book.* 


“To the Phernicians, as to all 
men, food, houses, transportation 
were important. It would be a 
natural thing to use the head of 
an ox, which represented food or 
transportation to him, as the first 
symbo] in the alphabet. Or it 
may be that he adopted his sym- 
bol from the Egyptians who, 
themselves, used the sacred bull 
symbolically. Somewhere along 
the way the symbol became in- 
verted and the Greeks added their 
developments, It remained for 
the Romans to give the refinement 
to their classic alphabet we now 
enjoy.” 


It is upon this basis that R. A.. 


Ballinger bases his examifiation 
of the history of letters and 
lettering. Pictorially he demon- 
strates how a severe simplification 
of the bull's head becomes an 
inverted A, the similarity of the 
outline of a house with B, the 
connection between the human 
hand and a “back-to-front” K, 
and the link between the human 
eye and O. 


Cultural 
influence 


Form of these letters gradually 
settled down. The Greeks, how- 
ever, found themselves handi- 
capped by their limitations and 
their alphabets represent the 
growth of the symbol in relation 
to the cultural growth of a people. 
This development went on into 
the Roman period and was then 
given considerable impetus by a 
change in the method of writing 
which allowed for thick and thin 
strokes to be made without diffi- 
culty. 

“One begins to analyse the 
Roman letters,” writes Mr. 
Ballinger, “with something of a 
spirit of awe. Here, in the hands 
of the artist, is an alphabet of 
such perfection that he may either 
use it as he finds it or use it as 
an inspiration leading him to new 
realms of lettering art.” He 
analyses the anatomy of 
capital alphabet, traces the 
emergence of the first lower case 
letters and studies some of the 
letter forms which have been 
developed on the thick-and-thin 
strokes principle. 

From these letters developed 
what Mr. Ballinger calls mech- 
anical letters, although they are 
commonly called “modern 

" These letters “derive 
r very character from the fact 
at they are planned with mech- 


“Lettering in Art and Modern Use, by 
R. A. Ballinger (Chapman and Hall, for 
Reinhold Publishing Corporation, 
York, 


anical instruments,” and Mr. 
Ballinger demonstrates how 
various letters in different alpha- 
bets are built up. 

Applications of these letters 
come into the modern era: A 
magazne cover by Paul Rand, 
lettering on the side of a delivery 
van, On a poster. 

Next, the author follows 
another line of lettering history 
developed from the Roman, He 
traces scripts from the quicker 
pen motions of scribes following 
the Roman period when the in- 
crease of learning called for more 
and more writing, through the 
early Persian letter forms. Italian 
efforts in the 15th and 16th cen- 
turies, the copybooks of penman- 
ship and ornamental writing of 
the 1800's right up to the present 
day when our own designers are 
adding to the history of the script 
letter in the sparkling freedom of 
brush styles which are primarily 
a development of own era. 
Freedom 

of conception 

Again, the author retraces his 
steps in history to follow the 
development of pen drawn letters. 
“Historically there seems to have 
been great freedom in their con- 
ception, At times they became 
quite extreme in_ character, 
becoming so condensed that they 
were little more than vertical 
strokes with thin connectors.” 
Development of italic forms 
tended to overshadow this kind 
of lettering, concludes Mr. 
Ballinger, and these kinds of 


letters are now used almost 


entirely as initial capitals. 

Not dissimilar, at first sight, to 
the pen drawn letters are the 
“romantic” letters described in 
the next section. These “cannot 
be approached in the same man- 
ner as the forms in the classic, 
mechanical and script sections.” 
Their structure embody the prin- 
ciples of other fine letters and. 


often, a combination of several | 


forms. These are the letters of 
romance. They come from theatre 


handbills. from old type faces, | 


from fine old music sheets, and 


from the inspired imagination of 


lettering artists in Many an area 
For the rest, the book is a pro- 
fusion of examples of modern 
lettering in its many applica- 
tions, not only in publicity and 
packaging but also in such fields 
as jewellery, glass, fabrics, and 
architecture 

Here is ample material to pro- 
vide new ideas. fresh impetus 
Advertising artists will be well 
rewarded by a study of this book. 
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TO A NEW CLIENT 


When we start up with a new client, it is not our 
habit to produce his orders at spectacular speed 
for a few weeks, then to lapse into a service 
which seems half-hearted by comparison. We 
make it our honest endeavour to give steady, 
reliable service right from the start and all the 
way through 

The priority attitude to a new client means that 
other peoples’ work must suffer, to say nothing of 
creating a false impression. Where we feel that 
priorities must be arranged are at those times 
when any customer is really up against it on the 
lightning jobs which must crop up now and 
again in advertising. 

So if you are interested in finding a supplier who 
will combine the products of able craftsmen and 
a fine modern plant with a consistently helpful 
attitude to clients, ask us to send a representative 


to talk things over. 


Service in the spirit of helpfulness 


111 SHOE LANE LONDON EC4, CENtral 6555 18 lines 
Northern Office a! 4 Chapel Walks Manchester 2, Biackfriars 4600 


ADVERTISEMENT TYPESETTERS, ARTISTS & PHOTOGRAPHERS 
PROCESS ENGRAVERS, ELECTROTYPERS & STEREOTYPERS 
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Attract the eye; ®&S* LITTLE MEN 


—the busier the better 
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‘MONOTYPE’ 


TYPE 


FACES 


PRINTERS WITH MONOTYPE* MACHINES 


FOR CASTING DISPLAY 


CAN HIRE 
OF ALI 


nd 


MONOTYPI 
Re, wlered ) 
Head Offwe and 


CORPORATION 


TYPE 


MATRICES 
tHE MOST POPULAR DISPLAY FACES 


Medium 


baurn 


LIMITED 
Inn Fields, London, W.C.2 
*Reg. Trade Mark 


surrey 


R. P. GOSSOP artists” 
agents * 36 Carter Lane 
St Paul's £.C.4 Central 6950 


ST, 
Ry’ 


gisOu 4 


photography | 


advertising | 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON 100 


fact 


GERRARD 6665 and 5868 


PROTECTION 
against 
COSHING 


Photos, Artwork, Drawings, etc. 


PARAMOUNT TUBES & CONTAINERS 
2éa BREWER STREET, W.! 7 


Larkhall Lane, Clapham, S.W.4 


MAC 5696 


By A. E. Robson, 
Director, LEGGET, NICHOLSON & PARTNERS LTD. 


To personify the product and the producer in a way which 
understand 


the consumer can 


—that is the function of little 
Arthur Advert. How is he created? 


How should he be 


used, when found? These are some of the creative presen- 
tation problems discussed here. 


rISING, whose job 
in life is to sell goods, has 
produced as a sort of by- 
product a set of fictitious 
characters who are as real to 
the general public as many 
characters in literature. It 
might be as well to look occa- 
sionally at this phenomenon and 
ask a few questions about these 
little men-—-and women too— 
who do so much in the adver- 
tising world 

Ihe littl man 
ments fulfills one function and 
one function only —he personifies 
the product and the producer in 
a way that the consumer can ap- 
preciate, Little Arthur Advert 
can attract altention, create in- 
terest and arouse desire better 
than any bald statement of fact 
can possibly do. He (or she or 
it or they) can tell the truth 
although he speaks from the 
world of fantasy, and although 
every one of his adventures is the 
most blatant fiction, the sterling 
qualities of the product he adver- 
lises stand sane and 
familiar fact 

In the early days of 
when rhyMe was more 
than reason (belo inyone had 
discovered Primary Buying 
Motives), a good smart advertise- 
ment always had a character in 
it High o'er the tence leaps 
Sunny Jim—Force s the food 
that raises him ind there was 
a picture of Sunny Jim—slim as 
a bean pole, spry as a squirrel, 
doing a neat hand vault over the 
gate. Any suggest hat your 
own gate leaping ab: \\y would be 
improved by a dic the product 
advertised was d only by 
inuendo 


Still 
sniffing 
Those ragamutf 
Bisto Kids, have 


sniffing vapour tra 
many years 


in advertise- 


as 


adverusing 
important 


brats, the 
en hungrily 
for a good 
now d are still 
doing it. Johnnie Walker strides 
along still, ever American 
magazines, just ich a dandy 
as ever he was when he is 
now surrounded he sartorial 
magnificence otf > of Holly- 
wood males, D Diamond's 
Something-In- I shows 
us in what an way dream 


fulfilment may be achieved, from 
getting money out of the tax col- 
lector to doing the Indian rope 
trick. There are a hundred more 
—amiable, likeable and with a fol- 
lowing of readers less vociferous 
but much greater in number than 
any film star’s fans. 

Because they appeal to us in 
our lighter moods they are power- 
ful. They are the salesmen with 
a smile. We like them-——we don't 
believe a word of what they say, 
of course, but like them—and 
read them—and there in our 
Unconscious is the Message. 


Dipping into 
never-never land 


As advertising people we 
should know all about them be- 
cause we may well need to dip 
into this never-never land our- 
selves one day, and if we dip 
successfully we shall find that we 
have in our hand a nugget of pure 
gold (which the client will share 
with us generously!). 

The first thing about Arthur 
Advert is that he has got to be 
a distinctive character. He must 
be recognisable at half-sight in 
black and white or full colour. 
He must be likeable, and even if 
he does come from some far 
away land of half remembered 
childhood he has got to be 
familiar. advertisement 
character has got to be adaptable 
from the production department's 
point of view—-if his dimples 
show up only in half-one he’s 
out. He's got to have movement 
and adventure, and most impor- 
tant of all, he has got to have a 
smile 

And how do you use him? 
Briefly—-always and everywhere. 
He thrives on hard work and is 
only successful when he is so 
completely identified with the 
product, that the product is 
almost unrecognisable without 
him. He should appear in every 
press advertisement no matter 
how special an insertion it is— 
and he should appear on the 
packet or the wrapper so that the 
product is immediately associated 
with him (not he with the pro- 
duct). He can be put on posters, 
on letter headings, on delivery 
vans, stamped on the goods he 
sells, painted on the side of the 
factory for years and years. 


J 
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Members of Arthur 


Advert family~ 


li he ss a genuine advertising 
character the great public will 
take him to its kind and generous 
heart, and he will be immortal. 

How do you create such a 
genie from the bottle? 

Well, you don't. Advertising 
characters just happen. A warm 
afternoon in spring, when the 
studio chief is away and some 
visualiser is doodling, or when 
some bone idle copy hack can’t 
find a new magazine to read 
that is the time when little men 
are born. They spend a sort of 
chrysalis stage forgotten in a bot- 
tom drawer, and then to pacify 
some desperate client they are 
dragged out and probably refused 
by the executive but put into his 
portfolio to make it look fuller. 
If the advertising character has 
got all it should have—even 
though it is palpitating with 
promise—the client may not like 
it. (The highest form of early 
recognition was afforded to Peter 
Probyn’s Double Diamond man 
when some one wrote “Please 
develop” against it in a set of 
roughs.) 

Most advertising characters dic 
at this stage—which is just as 
well. Some survive the ordeal 
and appear in print, and the way 
that the public reacts to this ap 
pearance is one of the reasons 
why clients change their agency 
But those that survive, and those 
to whom the buying public gives 
its heart and pennies are the great 
ones, the ones that every adver- 
tiser dreams of having at his 
command to sel] the goods and 
sell and sel] and sell. They also 
lure unknowing advertisers into 
the precarious business of trying 
to product something similar. 


Scientific 
production 


Advertising characters can be 
produced scientifically, and you 
can learn 4 lot of formulz to tell 
you how. You can find a need for 
one in your sales story and em- 
Ploy good advertising brains to 
create its figure. You can try it 
out with tests, you can spend 
money on it. You can be faithful 
to it and put it to work, and it 
will work for you and tell your 
story and some people wil] buy 
your product. - Sometimes you 
will be proud of it, and honour it 


for the sharp peaks that rear 
their heads up in the dull plains 
of your sales graph. Bur you 
will no: have created a great little 
man in advertising. You won't 
have achieved that until the 
grandchildren of your original 
readers write 10 you (or better 
still to Arthur Advert himself, 
care o! your sales office) and ask 
for samples of a product long 
since obsolete, or say that they 
have it for breakfast every morn- 
ing. You won't have created a great 
advertising figure ‘till the whole 


business from the chairman of the | 
board of directors down to the | 


girl on the telephone switchboard 
believes that they are working for 
his company, and that your 


dream-child is the whole business | 


and nothing else about the pro- 
duct is important. 


Let us be 
grateful... 


Advertising is a human en- 
deavour. Good advertising is 
warm, generous and a leaven to 
the daily bread of everybody's 
existence. Great littke men in 
advertising will always appear 
from time to time. Let's be grate- 
ful and enjoy the successful ones, 
and as for our own—well it's 
great to try, and an occasional 
dream of glory never hurt any- 
one. 


BODONI SPECIMEN 


Two years after Bodoni laid 
down his tools the first com- 
positors of Jesse Broad & Co., 
Ltd.. Manchester, were busy. 

Now the firm has issued a type 
specimen pamphlet illustrating he 
various members of the type family 
which Bodoni created. In its intro- 
duction the pamphlet contrasts 
Bodoni and Baskerville : 

“Bodoni was first a compositor, 
then an engraver, Baskerville a 
writing master. They each created 
thinly flat seriffed type face of a 
coldly classical nature sharply con- 
trasted in the up and down strokes, 
slender with the Italian, rounder 
with the Englishman, but each 
demanding help from a paper sur- 
face specially evolved. press- 
work of both printers was impec- 
cable. And it may be agreed, among 
those qualified to judge. that there 
is much in the typographic style of 
to-day that has its familiar in the 
books bearing the imprint of 


Giambattisia Bodoni of Parma and | 


Baskerville of Birmingham.” 


Particularly the 


ADVERTISER'S WEEKLY 


BRISTOL EVENING WORLD 


R. H. Penney, Advertis-ment Director, 


NORTHCLIFFE NEWSPAPERS 


NDON-EC4 


CARMELITE HOUSE 


ENLARGEMENTS 


OF ROYAL PORTRAITS 


COR ti 


For display purposes 
No increase in print charge 
for Coronation work 
Telephone Waterloo 6544 
or write for price list to: 


Carltograph Dept 


CARLTON ARTISTS LTD 


44-50 LANCASTER STREET | 


LONDON S.E.1 


GROUP LTD. 
TELEPHONE: CENTRAL 6000 


If a 
newspaper 
can jump 
900,000 
in 3 
months 
what will 
it do in 

a year ? 
See 

page 544 
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EXERCISE 
ANON 


mn Outdoor 
Nelson and 
published in 
gy of 1953), an imag 


wency goes throug 


Sykes (lo De 


ny fied prod 
an unspe dj 


rs call 


mh the 


tients prot 
[the lo 
ing between the 
ar , public ty advisers 


i Statement of the problem 


I he nanulacturer ol Anon 
aware 
South Eastern 
compare 


for some 

sales in the 
es do nor 

rest of 
m inns 

woward 

owing @ market research 
B gation, this falling otf has 
Pattributed to var 
Bimost s gnificant of 


creased activity on the 


f 


nvesti 
been 

factors, the 
which is in 
part of 


ous 


competitor 
2. leformation about the product 
(a) At Anon 
sell 
(b) Is it sold in 
size”? 
(c) Who buys u? 
id) Number and location of 
retail stockists for own 
product and competitors 
of the juct 
(a) Has Anon 
on a large 


what price does 


more than one 


advertised 
scale, and wha 
media have been used”? 

(b) Has the product any par 
ticular quality which distin 
guishes it from tts compet 
tors, or any special attribute 
which should be used in 
advertising”? 

previously advertised 
what has been the theme of 
the advertisements” 

(d) Have posters ever been 
used before, cithe is a 
separate campaign oF n 
conjunction with a 
schedule”? 

(ec) What competitive adverts 
ing has been carried out” 

4. The cam 

(a) ls there a fixed 
tion? 

(b) Is there 
display” 

(c) What is the period and ex 
tent of any special stocking 
up or selling effort? 

When the managing director 

has given a picture of the servic 


been 


press 


appropria 


a set period for the 


$48 
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Exercise ‘Anon’ describe 
the function of an outdoor 
advertising agency by 
following the campaign for 
an. unspecified 


is part of Outdoor 


Publicity, by 
NELSON and A. E. SYKES, 
which is to be published in 
the early months of 1953. 


RICHARD 


Nelson 


chent may 


cxpect lo receive, 
planning t 


department sets to 
work On the preparation of a 
schedule and an accompanying 
norandum Ihe production 
department is briefed about the 
product and its salient character 
stic and asked to prepare 
hs expressing the general ad 
tising themes 
is Summarised version 
he memorandum which would 
he submitted to the client by the 
agent 
At our Meeting you 
us that your product, 
6d.. 1s bought mainly 
ass women 


You approached us because 
your sales were falling in the 
South Eastern counties, and you 
wished to gain maximum impact 
with posters in this area for a 
period of 6 months (though you 
may subsequently require a con- 

inuing campaign if the results of 
the initial display prove satis 
factory) 

You said at the meeting that 
you would prefer us to put for- 
ward a schedule, rather than that 
we should have to think in terms 
of a set appropriation 

We recommend a fairly heavy 
cover for the first six months in 
order to achieve maximum 
pact straight away and thus give 
the campaign an initial momen 
um 

We also recommend that the 
display should be maintained for a 
year because continuity will work 
for you with increasing effect as 
the months pass, and because the 
psychological effect on your sales 
staff and your retailer of a dis- 
play of some permanence will be 
considerable. Furthermore our 
ospection§ staff will be able 
to improve the placing of indivi- 
dua! posters during the year so 
thar the value of the whole dis- 
play will tend to increase. 

Yours is a product of general 

i! and therefore we would 
idvise you to base your display 
ipon 16-sheet posters in ordinary 

ns, but with a reasonable 
tion of solus sites 

Within the towns suggested we 

d advise that the posters 
d be sited as follows 
Shopping centres. 

Main bus or tram routes. 

Approach roads to shopping 


ircas 


I hus 


service 
nformed 
selling at 
by B and 


4. Areas near factoric 
predominantly female labour 
and lying within the town 
rather than on the outskirts. 
SOUTH EASTERN COUNTIES 

summary of appro,imate 
costs for a campaign covering the 
South Eastern counties can be 
broken down into cost of display 
and cost of posters 


Schedule of 16-sheet display 


Berkshire 
Buckinghamshire 
Essex 

Kent 

Surrey 

Sussex 
Southampton 


Total number of posters re 
quired to post the above display 
for a period of 26 weeks is 3,000 
16-sheets. 


LONDON 


Full weight campaign 
1.540 16-sheet sites are suggested 
Medium weight campaign 
1.000 | 16-sheet sites are suggested 

“Total number of posters re- 
quired to post the above display 
and maintain jt in good condition 
for a period of 26 weeks 1s 5,500." 

At the second meeting the 
schedule is discussed and a map 
produced by the agent is com 
pared with the Anon sales areas 
The first poster rough agreed 
in principle. The next stage of 
the schedule would be to provide 
a detailed breakdown of each 
county giving individual town 
sheetage. 

The client accepts 
suggested but it is agr 
moment that Greate 
should not be posted. The revised 
poster rough is agreed and an 
artist ts commuissionc ) produce 
the finished artwork Quotations 
are obtained from x 1] printers, 
and finally the orde 
X posters; the de 
16 weeks hence 

An account exec, 
contracting depar 
already been nom 
over the new acc 


Cost for 
6 weeks 
£18,200 


£13,000 


schedule 
for the 
London 


é to take 
' and he 


with 


Starts booking the campaign. The 


time in fact is ripe for this 
change of responsibility bur the 
planner has one final task. He 
writes the briefing for the inspec- 
tors who will select the sites, 
which is given here 

“A schedule has been agreed 
for a 16-sheet poster campaign in 
the South Eastern counties. The 
commencing date is January 1 
ind the display will run for 26 


OUTDOOR AGENCY 
OPERATION 
These eight steps in the 
Exercise indicate the function 
of various departments in an 
outdoor advertising agency: 
. Brief from client is studied 
Planning department pre- 
pares schedule for client's 
approval 
Production department sub- 
mits rough poster design and 
then commissions artist to 
produce the finished drawing. 
. Posters are ordered from the 
printer. 
. Booking of the 
Starts. 
. The inspectors who select the 
sites are briefed. 
7. Posters are sent out to bill- 
posting companies. 
. As soon as the display goes 
up inspectors check it and 
see that it is maintained in 
good condition. 


campaign 


weeks. However, as it is possible 
that the campaign will be ex- 
tended, all sites should be booked 
for 26 weeks and T/C (till 
countermanded). 

“Anon is a medium-priced 
article (6d.) which sells largely 
to housewives of the B and. C 
classes. Every effort is being 
made to expand the range of 
Purchasers and this campaign 
should therefore be aimed at all 
housewives. 

“Sites are required in the fol- 
lowing areas 

1. Shopping centres; 

2. Main bus or tram routes: 

3. Approach roads to shopping 

areas; and 

4. Areas near factories with 

predominantly female labour 


‘ 
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No. of Cost 4 
16 or 26 
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A Marriage has been arranged... 


An important merger of interests has been arranged between the Facsimile Letter 
Printing Company and the Direct Mail Centre. 

The two boards of directors will combine in a new Direct Mail Centre Company with a 
board consisting of Mr. T. W. M. Bartholomew, Mr. J. Meadows, Mr. Martin H. 
Perry, and Mr. G. M. Lloyd Williams. 

By this means Britain’s first Direct Mail Agency and one of its oldest and best known 
Direct Mail producers will form one organisation handling consultancy, planning and 
production. 


THE FUSION 
means that they now have the most efficient Direct Mail Company extant—with the 
largest known tcam of experienced consultants in Direct Mail plus a production plant 
which has enjoyed an enviable reputation for nearly fifty years. 


NEW OFFICES 
have been opened for consultations on planning and creative work under the 
direction of Mr. Lloyd Williams. Here the clients of both the Facsimile Letter 
Printing Company and the Direct Mail Centre will be able to cal! upon the combined 


experience and resources of both companies and a comprehensive Direct Mail service 
unparalleled in the country. 


PRINTING AND PRODUCTION PLANNING AND CREATIVE 
FACSIMILE LETTER PRINTING CO. LTD. THE DIRECT MAIL CENTRE 
| Braidwood Street, Tooley Street, London, S.E.! 6 Grays Inn Road, Holborn, London, W.C.| 
Telephone HOP 2015 (4 lines) Telephone CHA 5788 (2 lines) 


FOR BETTER SELLING 
EXMIBITION URGENTLY 
WANTED 
Your 


SCRAP METALS 


ELECTROS STEREOS 
POINT OF SALE ZINCOS - HALF TONE 


The ‘AMPRO’ repeater—the projector in a sult- 


case. Ideal for showing sound films of up to 10 COPPER sf BRASS 


minutes to small audiences—or in one man's 
office. Film automatically re-wound. Price £242. 


PLEASE SEND or LET US COLLECT 
SALES TRAINING 
The SOUND FILM BEST PRICES PAID 


STRIP projector, 
with sereen and 


IMMEDIATE CASH SETTLEMENTS 
operation. Your 
Message themorably 


presented to your ’ 
repreac niatives—or 
to the retailer 
Price £55.68 


For full information METAL SMELTERS AND REFINERS TO THE PRINTING AND 
please wrile to: The Sales Manager, ALLIED TRADES FOR OVER FIFTY YEARS 


SOUND-SERVICES LTD 
269 KINGSTON ROAD, LONDON, S.W.19. TELEPHONE LIBERTY 4291 
N, 5.W. Telephone : Mitcham Telegrams: Destroying, Mitcham 
An ansociate of the Film Producers Guild. 
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SCARBOROUGH 
and 
District Newspapers 
SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B. 88,355 


Covers agricultural districts and 


Yorks. 


NORMAN SMALE 
92 Fleet St., CENtral 8209 


holiday resorts of 


SILK SCREEN ARTS L'S 


97 SHIRLEY ROAD CROYOON 
AOOISCOMBE 


wIGMEST GRADE 


DIRECT MAILING 


TO THE 
MEDICAL PROFESSION 


A comprehensive, accurate 
and up-to-date se 


offered by the publishers of 


MEDICINE 


212 SHAPTESBURY AVENUE 


LONDON, W 


lel. TEMPLE BAR 1) | 


Coronation 
Enlargements 


for display purposes 
are available from 


AUTOTYPE 


Wiustrated folder and 


price-tist free 
Brownlow Ad. Ww 
EALing 269) 


Yes, 

it's well 
past the 
million 
and still 
up! 


GOODWILL PUBLICITY 


inthe 


place . . . in the home. 


Yes, LEARUBBER BALLOONS 
bearing names, sales messages, 
are a great selling medium—as 
many famous national Advertis- 
ers and their Agents know so 
well, Retailers like them 
customers are delighted to have 
them they're colourful, can 
be beautifully printed with any 
design of wording are ex- 
tremely low in cost. Write or 
phone for full details and novel 
ideas in tting utmost 
publicity m their use. 


LEA BRIDGE 
RUBBER 
- © works LTD 


LEA BRIDGE, LONDON, E5 
: AMHerst 50157 


| 


Exercise “Anon —continued 


DecemBer 4. 1982 


The inspector’s part 
in the exercise 


which le within the town 
rather than on the outskirts 

towns in your area which 
posted. together with 
number of sites required in 
each, given on the attached 
sheet.” 


ar to be 
the 


ife 


Preparing briefs 
for inspectors 
It has been the job of the con 
{racting department to break 
down the schedule into inspectors’ 
areas, so that each inspector's 
bref concerns that part of the 
schedule which falls within his 
territory and which in the main 
will be booked by him, inspected 
by him at frequent intervals, and 
where the various displays will 
grow in size and character under 
his careful guidance Lists are 
obtained f the various bill- 
posters concerned, and as 
nspector about his area 
in the weeks preceding the com 
mencement of the display, he 
will make careful selections from 
those sites which he has been told 
will be available at the date re 
quired. The inspector will also 
note the various campaigns on 
display at that time, so that when 
a display terminates he will be 
ible to select from it further sites, 
either to make up the complete 
coverage or, if numbers are 
complete, a transfer 
Ar this stage, then 
tor is the all-imy 
knows the type 
ing for, and fro 
knowledge of 1 
area he can tel! 
should look wher 
are complete He 
blocked out his canvas 
now filling it in 
Stocks of posters 
been delivered by the 
the agent's warchouse 
parcels are made up 


om 


moves 


nis 


sensible 


intimate 
towns in his 
the display 
his bookings 
has, in fact, 
and is 


will have 
printers to 
where the 
and des- 


patched at an early date in order 
to give all the billposting con 
tractors sufficient time to get the 
whole display posted by the com 
mencing date of the campaign 

As soon as the sites have been 
posted the contractors will for 
ward to the agency a list of al! 
sites for the campaign. These are 
checked with the nspection 
reports which have already been 
typed from the original bookings 
and are then sent to the inspec 
tors so that inspection can com 
mence 

Inspection reports arrive every 
day at the head office and are 
forwarded to the client These 
inspection reports are, in fact, the 
equivalent of the voucher copies 
which are sent to the client by 
an agency running an advertising 
campaign in the press 


Schedule 

in triplicate 

The next task of the contract 
ing department is to produce the 
schedule of completed bookings 
one copy going to the client, one 
to inspection control and one to 
the accounts department 

At any stage in the planning 
and execution of the campaign 
(but mainly during the early 
stages) the agency will! be present 
ing us material to the client in 
the most graphic and easily com 
prehensible manner. Because of 
the geographical distribution of 
the posters about the country 
and the association of the cam 
paign with the client's sales areas 
maps will be extensively used 
Finally, the client should be en 
couraged to visit the towns in 
the campaign area to see the sites 
which have been selected. and 
later to inspect the campaign in 
action 


Making everyone 


The main task in N 
Week, to be held f M 
is to make every 
scrous At a 
corset manulac 
buyers and retailer 
managing directo 
Vision Lid.. who |! 
pointed to hand! 
explained the part 
relations would play 

There would | ec 
approaches, he said A window 
sticker and parce! would be 
buted to n large 
adv sould be 
to mention t! k in ther 

would be 
ed ty 
and Visi suid, would 
pass on 
the 
Trade 


ind 


val Corset 
ch 16-21 
rset con 
necting of 
suppliers, 
Metcalf 

nce and 
been ap- 
publicity, 
public 


comt 


main 


distr 
quantities 
urged 
advertisements 


Voice 


commit 


Association of Britam 


corset conscious 


the Corset Guild of Great Britain 
which was organising the Week 
Speaking on behalf of the 
pliers, Mr. Fildes, chairman of 
Cloth Producers’ Association, said 
the trend in modern publicity was 
undeniably towards a united ap 
proach for problems of this nature 
“The corset industry lends itself 
admirably for combined publicity 
is more educational need in 
*t industry than in many of 
combined publicily campaigns 
which are at present running.” 
Some firms have already planned 
Corset Week productions. Gossard 
Lid.. are to run a window display 
contest during the week with 
valuable prizes 
On the press side 
run 4a major feature together 
with a competition. The Evening 
Standard is to have a corset featur 


sup 


the 


Housewife will 
corset 


n its women’s column 


| 
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A Wonderful 
Opportunity 


that coin money 


The gay coin-spot paper ysed to package Harley 
Chocolates spots the maker's name, catches the 
customer's eye, sends up sales. It’s a Sanderson 
Signature paper —one of the many personalised 
papers now being made for well-known products that 
range from sweets and scents to frocks and corsets. 
What Sanderson Signature paper has done for others, 
it ean do for you. The publicity value of an exclusive 
paper with your own name or trade mark is enormous 

and the extra cost is small. Ask your box-maker 
for details . . . and about the Sanderson Range of 


Coronation Papers. 
SANDERSON 
make 


S Papers 


52/53 BERNERS STREET, LONDON, Wi 


An ASSISTANT 
under 45 is required by the 
Advertisement Director of a 
large group of well-known 
general and technical publi- 
cations. 

This is an exceptional post, 
offering great responsibility 
and scope to a man of un- 
usual ability and resource. 
The position naturally carries 
an adequate salary and expense 
allowance. 

Applicants must have first- 
class qualifications and possess 
the ability to sell and produce 
ideas on space-selling for a 
large group of media. 

The person envisaged may 
not necessarily be engaged 
in publishing —-he may be 
a contact executive with a 
successful record. 

Applications will be treated 
in the strictest confidence. 


BOX 3300 


ADVERTISER’S WEEKLY 
189 FLEET STREET, LONDON, E.C.4 
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Marketing industrial goods in America 


American producers of industrial equipment are re- 


directing their selling policies, following 
PAUL E. SINGER-LAWRENCE 
of the North American division of Joshua B. Powers 
Lid. here analyses the changes and describes how— 


armament orders. 


reductions in 
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British exporters should 


follow U.S. firms’ marketing policy lead 


ANUFACTURERS en- 
gaged in the USA 
market as well as many 
statisticians outside industry 
are predicting that an economic 
recession there is just around 
the corner 
Opposed to this view is the 
president of the American Supply 
and Machinery Manufacturers 
Association, a national trade 
orgamsation of some 350 leading 
producers of tools, machines and 
supplies. In his view “America 
s at the beginning of its greatest 
industrial advance.” In brief, he 
meant that in spite of controls 
illocations and defence produc 
tion, American industrial ingen 
uity goes ahead incubating new 
deas and new processes, which, 
n the end, creale more jobs, 
more sales and more profits 
Some important new manage 
nent policies have been developed 
by leading companies in Many in 
dustnes since last June They 
are gencrally aimed at the re 
discovery of major markets in 
civilian” fields, where sufficient 
sales volume can be obtained to 
compensate, partially or wholly 
cut-backs tn the volume of bus: 
ress from governmental purchas 


Market problems 

are identical 

The new policies affect both 
internal and external affairs of 
leading companies, because protit 
objectives of manufacturers must 
be re-aligned as wel as 
volume objectives, British 
facturers May draw 
clusions from these 
adjustments 
that market 

In marketine products 
being studied for new techniques 
of creating product appeals 


whic will 


i increase Puy 


sales 
nanu 
useful con 


American re 


neen 
tives of prospects. In sorte 
this omplete 
of packaging and 


merchandising plans 


cases 


involves re-design 


package 


Advertising and 
selling problems 
in Switzerland? 


An interesting aspect of all 
these steps is that there is a 
general trend to reappraise the 
entife marketing outlook. The 
necessities of current conditions 
force manufacturers to look for 
their business to fields which may 
have to be redeveloped as major 
markets 


Pattern for 
1953 selling 


For example, a manufacturer 
of boilers who has saturated some 
old markets for sale of equip- 
ment to new construction buyers 
1S gong to have to increase sales 
efficiency in selling new boilers to 
replace obsolete boilers in exist- 
ing plants and structures. His 
opportunity is large, since his 
engineers have pointed out that 
in one such national market, the 
greater New York Metropolitan 
area, there are enough obsolete 
boilers in use, which should be 
replaeed. to provide the needed 
market for the products of many 
more than his own shops. 

The pattern for 1953 selling 
must be based on these four 
points 
|. Concentrate on markets where 

the sales expense is least for 

obtaining the largest profitable 
volume. In many cases this 
means climinating expensive 

‘fringe” markets which involve 

sales costs out of proportion 

to potential net profits 

Sell old products to new cus- 

tomers, thereby redeveloping 

long standing markets 

Switch to “hard selling” adver- 

using copy in industrial adver- 

tising, and use tested techniques 
for obtaining a maximum of 
inquiries from worthwhile 
prospects from industrial ad 
vertising insertions. This, too, 
akes time, hard work and 
skilful advertising “know-how.” 

Even the best advertising men 

know that such campaigns are 

seldom developed in less than 
three or four months of jnten- 


PUBLICITA 


sive research, testing and pro- 
duction 

Locate some worthwhile new 
applications for your profitable 
products, for long range mar- 
ket development. Such steps 
require detailed analysis of 
customers’ requirements and 
development of product ad- 
vantages which make your pro- 
ducts indispensable to users 
and merchants. For example, a 
cutting tool company opened 
new markets by attractively 
packaging small twist drills 
which had formerly been sold 
in an unpackaged form 


Three new 

policy points 

Three policy points being 
followed by manufacturers in 
redeveloping their industrial mar- 
kets are worth studying: 

Aim at those markets which 
have the largest amount of money 
to spend in industrial buying. 
Study has shown that the Greater 
New York area comes first in 
this respect. The volume of old 
capital raised for new industries 
is greatest here. |; follows that 
development of a new market for 
new products should be started 
here, It seems to make little 
difference whether the develop- 
ment starts with a manufacturer, 
or with a wholesaler whether 
the product must be tested at the 
retail level. A test which is suc- 
cessful in the large concentration 
of textile manufa rs here, 
for example, is likely to be 
equally successful with textile 
manufacturers else» ce. A test 
which succeeds mining 
companies, or panies, 
or food compan New York 
is likely to succeed as where 
there is a lesser < ation of 
such producers. [i se, tests 
which succeed w heavy 
concentration of salers in 
New York are mos to suc- 
ceed with wholesa elsewhere. 
And tests whic ceeed with 
leading retailers are most 


likely to succeed with retailers 


Extensive trips have sometimes 
taken executives to the deep 
south or to the West Coast. while 
no one has bothered to call upon 
the buying headquarters of manu- 
facturers in New York whose 
purchasing men buy for scores 
or even hundreds of subsidiary 
plants throughout the whole 
Western Hemisphere. Purchasing 
agents for such big firms say 
that many of their current prob- 
lems, such as reducing costs of 
handling small orders or ship- 
ments, have been almost com- 
pletely ignored by some suppliers 
in recent years. Here are fields 
for development of millions of 
dollars of valuable sales in 1953. 


More people 


must be sold 


The third principle being fol- 
lowed is the expansion 
industrial ‘ on to reach a 
larger range of executives in 
plants of prospective buyers. 
Years ago, it was possible to sell 
an industrial product by selling 
one man, in a typical plant. Now, 
in the largest potential buying 
plants, it is often necessary to sell 
a number of men. from three to 
eight or more. You may have 
to convince not only a purchasing 
agent, but also a comptroller, a 
sales manager, a production man- 
ager, a designer, a merchandising 
manager, and an engineer. How 
well designed is your sales pro- 
gramme to convince these differ- 
ent types of executives? Do 
you know, definitely, whether or 
not there is sales resistance to 
your recommendations among 
such specialists? 

British manufacturers will not 
go wrong if they follow their 
American competitors’ policies. 
who after all are supposed to 
know their business in their own 
home market. 


is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation to you. 
Write to our fully equipped 


oreign Department, 
Av. Benjamin-Constant, Lausanne. 


\ 
elsewhere 
" 4 Within the selected market sales 
services must be concentrated t 
a on the largest volume buyers. 
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They 


in the MQDERN SUDAN 


Many British products are established in the Sudan. There 
for many more. Through the Sudan Star you 
also a large and ever-increasing number of English-speaking 


is room 
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welcome new products 


Sudanese. This is a vast and eager market for YOUR goods. | 
For informative folder “What Gordon said,” and specimen 


copy of the paper, ‘phone Gerrard 0737 or write to Overseas 
Publicity & Service Agency Ltd.,29 Oxford St.,London, W.1 


Sudan Star 


The ONLY English newspaper in the Country 


Size 
x lig’ high 


Your office day gets off to a smooth and efficient start 
with this excellent 1.C.C. machine—designed to save your 
organisation time and money. 

A junior can operate it. It is safe and consistent. Safer 
than a paper knife. 

No danger to envelope contents. Automatic feed. 
Power operated, with adjustment for large or small mail. 
cutters. °*A hand-operated model is 
available for firms receiving a smal! mail. 


We shall be glad to demonstrate in your office the 


ce LETTER OPENING MACHINE 


International Coin Counting Machine Co. Ltd., Alexandra Road, 


@ 


Enfield, Middlesex. Phone: Howard 1886 


Makers of letier-opening, envelope-sealing, coin- and token-counting machines 
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Spray 


Lighting 


Conveyor 
Systems 


Safety 

Equipment | HESE products, 
and there are many others, will find 
anew sales outlet when advertised to 
the big organisations of the timber 
using industries. 
‘Woodworking Industry’ stands alone 
as the only technical journal in this 
field. It by-passes the retail trade and 
directs every copy to the manufac- 
turers who use timber as their 
primary raw material. 
Every month ‘Woodworking Indus- 
try’ has the attention of executives in 
all the leading houses in this industry. 


Write for rate card and full particulars today 


The 


WOODWORKING 
INDUSTRY 


The Technical Journal of the Timber using Industry 


THE WOODWORKING INDUSTRY, TRADE CHRONICLES LTD 
190 FLEET STREET, LONDON, EC4 ‘ TEL. CHANCERY 6644 
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Technical articles of real interest to engines rs 
and executives appear regularly in the new 
monthly Mechanical World. if your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card 


Published monthly in London and Manchester 


= Mechanical World 
AND ENCINEERING RECORD 
( Emmott & Company Limited, 2! Bedford Street, London, W.C.2 
Manchester Office 31 King Street West, Manchester 3 


5 T U OD 


MERCURY DISPLAYS 


LIMITED 
DESIGN AND CONSTRUCTION OF 


EXHIBITION STANDS & DISPLAYS 


SILKSCREEN PRINTING SERVICING STORAGE 


171 NEW BOND STREET WI 
GROSVENOR 8711 = 10 LINES 


WORKS - 394 YORK ROAD - SWi8 VANDYKE 3562 


| retailers to these little ads 


TELEPHONE CENtrali 4842 


FIRST. 
CLASS 
Mechanised 
SCREEN 
PRINTING 


Hellawells 


BROWNSFIELD MILL 
GT ANCOATS ST. » MANCHESTER 4 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LINTTED 

72a Plough Rd., Battersea, S W |! 
Tel. Nos. Battersea 5300 & 4886 


G. F. KRUSE 
LTD. 


37 SPRING STREET W.2. 
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HOOKERS MAKE LOCAL CASH 
REGISTER BELLS RING 


What are “hooker 


"2? Many Canadian retailers will answer 


that they are what make national advertisements ring the 


local cash register bells 


In effect, they are the Canadian 


method of dealer co-operative advertising, whereby a local 


stockist 
takes a 
small place 
underneath a 

national 
adver tise- 
ment to tell 
readers that 
he is the local stockist for the 
product advertised. Whenever 
the local newspaper-—and all 
newspapers in Canada are 
regional—receives an order 
from a national account, it 
approaches shops 1n its area, 
with the result that sometimes 
20 or more little uniform 
spaces appear below the main 
ad. 

Just how popular these 
“hookers’ are with retailers can 
be gauged trom a_ booklet 
recently issued by the Canadian 
Daily Newspapers Associa 
tion. In it the reaction of 
are 
given and illustrations indicate 
t use made of them by 
various “national” 

Says the 
age retail 
pape sm 


he wide 
advertisers 
“The 


Sucesman On a 


book ict aver- 
news 

iwthusiastic about 

hookers.’ To 

“nt ‘sending a 

s job.” a ‘lot of 

i wide area of calls 

m advertising 

the co-ordinator 

the advertising 

ta hooker’ 1s 

all-important as it provides the 
leverage—-the purchase 

that tends to make the national 

effectively.” 


BRITISH ndustry has 
conside progress in 
Africa e 1948 the 

share of the 

ket has gone 

ent to 53 per 
cent i 9§ iring the same 
period contribution 
dropped cent to 23 
Per cent, wi t of Canada 
went up per cent 
and that from 2 to 6 


Tut 
made 
South 


firms which 
ecent British 
Singapore 
esults Not 

their costs 
ed, but the 
ited such a 

that it may 
market for 
ment and, 


the 


show 100,000 visitors 


attended 
* * * 


over 


Zonk, a monthly South African 
magazine for Africans, has in 
creased page rate by £12 to £84 
Minimum print order is claimed 
to be 60,000 


* 


THe prResmpent of the Rural 
Bank of New South Wales. C. R 
McKerihan, told members of 
the Australian Association of 
National Advertisers that the 
Dominion should not experience 
another depression before 1970 
He based the assertion on the 
law of averages 


* 


RATE INCREASE ts announced by 
B. M. Carter. director of adver 
tising, the Vancouver Province 
From January 10, 1953, general 
rate per line goes up to 38 cents 
Even at the new rate,” says Mr 
Carter, “the milline rate to 
general advertisers will not show 
an increase. Our growth in circu 
lation has more than kept pace 
with the increase in advertising 
rates.” 


BRITAIN The 
publishes “ 


CHANGE 
Montreal Star 
national weekly called Family 
Herald and Weekly, which has a 
distribution of several hundred 
thousand Canada, pre 
dominantly in rural areas The 
Weekly is in the market for 
Coronation souvenirs. The paper 
ts planning a Coronation promo 
tion scheme and will be present 
ng and selling souvenirs and 
other articles which can be asso 
ciated with the Coronation and 
which would be useful in rural 
homes The sort of things they 
have particularly in mind are. for 
example, embroidery designs for 
tablecloths, handkerchiefs, photo 
graph albums and, possibly, busts 
or pictures of Her Majesty the 
Queen and of the royal children 
There is no particular limit to the 
value of articles which would 
nierest the newspaper 


FOR 


@cross 


* * 


Munapo & Co... Lid 
have been appointed sole repre 
sentatives of Industria-Anzeige 
Elektro - Anzeiger Brennstott 
Chemie and Feld und Wald, tech 
nical and agricultural journals 
published by Verlag W. Girardet 
ssen Gserm any 


* 


H. R. VauGuHan, of Publishing 
& Distributing Co., Ltd., has been 
appointed London representative 
for advertising in Industry Maga 
of Calcutta, India 
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‘No special packs needed 


for self-service selling’ 


|! is misleading to harp on 
the need for special pack- 
ages for self-service retailing 
Self-service is the ultimate end 
of packaging. 

We have been moving towards 
it in easy stages for more than 
a generation. Groceries used to 
be dispensed by a skilled trades 
man who served an apprentice 
ship to learn the “art and mystery 
of grocering.” Packaged goods 
gradually grew trom a minority 
to a majority, but this change 
took place within the old sur- 
roundings of the grocer’s shop 
Along with it went a change to 
the less skilled shop counter 
assistant with the skilled trades 
man hovering in the background 
The shop dispensing method, and 
the layout, which was originally 
devised for the ¢killed tradesman 
has now reacted to the new con 
ditions. The pre-war 3d. and 6d. 
stores are an element in this pro 
cess of change. Shop layout, in 
effect, has caught up with packag 
ing and the shop assistant’s job 
has undergone a further simpli- 
fication, 

Self-service stores are not 
hypnotic. The so-called “impulse 
selling” is not based on confront 
ng the shopper with a well dis 
played but hitherto unknown 
article The shopper's mind is 
conditioned to this confronting 
operation by the advertising. He 
or she encounters not just a pro 
duct, but something already intro 
duced and subconsciously fami- 
liar This link in the chain 
facilitates acceptance; the display 
n the self-service store translates 
that acceptance into an impulse 
to buy It is not the simple 
question of catching the eye with 
a package, that is the end of the 
process and no more than that 

Self-service retailing merely 
puts a premium on good packages 
and good packaging All the 
attributes required of a self-ser- 
vice package apply to any good 
retail] selling article. So long as 
self-service seeks to reduce the 
marketing, it is going 
against the stream to talk about 
special packages for self-service 
If the package is right for self 
service. it is almost certain to be 
right for the other traditional 
forms of retail distribution, I do 
not say that any existing nackage 


costs of 


will be satisfactory for self-service 
retailing. I say that all self-ser- 
vice retailing requires is a 


properly packaged product 

The point to remember is that 
self-service is the child of pack 
aging—there 1s a tendency for 
people to get it the wrong way 
round 

The question is sometimes 
asked—can we afford to go on 
with packages in these days. In 
looking for the answer We must 
remember that in the process of 
arriving at the present. we have 
to a great extent, demolished the 
past. You can’t turn round to 


day 


and sell groceries the way 
you % them thirty years ago. 
because the people competent to 
do it j aren't there any more 
Furthermore, we should eschew 
the error of parting off the pack- 
age from the product. Packaging 
iS an opportunity if we set about 
it in the right way, and a prob- 
lem onl, if we go the wrong way 
about it 
One of the right ways is to 
acknowledge that the product 
and its package is one entity and 
not two. By the same token mak- 


\. E. Cowan 


of the standards division of Metal 
Box (Co. who recently 
returned from attending the 14th 


Annual Forum of the Packaging | 


Institute of America, addressed a 

“house committee” meeting of 

the Publicity Club of London on 

onday. This is a summary of 
his paper. 


ing a product and packaging a 
product, constitute One operation 
and not two. In each case the 
one is merely an extension of the 
other. 

If consciously, or subcon- 
sciously, we split the article into 
product and package when we are 
making it, it is natural that we 
should think and act that way 
in all the things we do subse- 
quently, for example, advertising, 
marketing, selling, and so forth 
But this attitude of mind doesn’t 


work its way through to the 
general public. The man in the 
street puts his money on the 


counter and asks for a bottle of 
ink, a tube of toothpaste, a tin 
of peas, or a packet of soapflakes 
He doesn't ask for, pay for, or 
even receive, just ink, toothpaste, 
peas, or soapflakes. Some people 
irgue that the bottle is more im- 
portant than the ink in promoting 
the sale. In the mind of the pur 
chaser the bottle merges with the 
ink to form one entity To the 
public a bad bottle means bad 
ink 

Packaging is just another 
manufacturing process The 
engineers will only absorb it into 
their system when we have per- 


suaded ourselves that we are 
engaged in the business of mar 
keting “bottles of ink,” and not 


just the “ink The thinking and 
planning should not pause when 
the “ink” itself has been made 
We need continuity of thought 
not co-ordination of thoughts 

It is no time of day to start 
planning the package, and the 
packaging, when your engineers 
come in and tell you that every- 
thing 1s ready to go. But this 
happens time and again The 
general effect is to generate the 
idea that the job was done and 
only the packages let you down 
The job was only half done 


The 


HOME COUNTIES 
HEWSPAPERS GROUP 


fora 


SUCCESSFUL 
TEST 
CAMPAIGN 


ELEVEN 
LOCAL 
|  WEWSPAPERS | 
of 
| DYNAMIC FORCE | 
Circulating in 

Beds, and 
Bucks. 
PER 45 TRADE 
S'COL mm FLAT 
INCH RATE 


LATEST AB.C. NET SALES 
126,765 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 

131 Fleet Street, E.C.4 Central 1960 


Head Office LUTON Phone 5050 
Advertisement Manager: C. W Gilder 


Was there 
ever such 
a Sales- 
rise in 
Fleet 
Street 
history ? 
See 

page 544 


ADVERTISER'S WEEKLY 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1 
Directors : 

P. Millward, F. Halls 
House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


DASPLAN 
SCREEN 


SSOCIATED 


RITCRAFTS 
PLEMDER PLACE CAMDEN om: 
US ren 1416-7 


CORONATION 
ENQUIRIES 
INVITED 


THOUSANDS UPON THOUSANDS 
Visit 

BLACKPOOL TOWER EACH YEAR 
Do not miss this genuine ad- 
vertising proposition. Now in 
its sixth year 

BLACKPOOL TOWER SOUVENIR 
Over 352,000 sold to date 


For rates and data please contact 
L. ASH LYONS 
Editor Publisher 
SQUIRES GATE AIRPORT nr. BLACKPOOL 


“SYSTEM” Desk Diaries 


A selection of Daily Desk 
Diaries which will serve you 
faithfully every working day 
of the year. They show you 
instantly all appointments, 
record jtems for future atten- 
tion, remind you of jobs to be 
done and matters to be 
attended to. 


Write for leaflet to 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 


| 
| 3 
| 
| 
| | 
| 
| — 
= 
| 
aa 
beg 


ADVERTISER'S WEEKLY 


THEY TOSSED 
FOR £15,000 ON 
AD. CONTRACT 


Erruer the Advertising Associa- 


tion should bully its new 
mio writing his 
some such body as th 
Club of London should 
to recount some of then 
their meetings 1 know will not 
be casy to get BE. J. Robertson to 
talk. But believe me it will be well 
worth the effort 


president 


How many of my readers, for in- 
stance, know that Lord Beaverbrook 
himself, then Sir Max Aitken, Col.- 
in-charge of Canadian War Records 
once placed Sergear Robertson in 
charge of a couple of more-or-less 
officers and ordered 
out to dinner without 
And when the 
said “Hell! you 
can't do that! there came th 
characteristically Beaverbrook reply 
Let's make him a captain then! 
Which, again characteristically, was 
done 

Again, how many have heard how 
Mr. Robertson finally extracted an 
advertising contract from Gordon 
Scifrudge”? A difference amounting 
to £15,000 m a year's advertising 
contract was in dispute between the 
two men After endless delays, 
Selfndge pulled out a handful of 
coins from his pocket and asked 
Mr. Robertson to call heads or tails 
With his heart in his mouth he did 
so, and won! 

I quote that story because, as an 
example of fortune favouring the 
brave, it is in a way typical of Mr 
Robertson's whole career. He is the 
that he has had luck 


the sort of luck that comes 


bohenna n-type 
them not to go 
his permission’ 
Canadian 


first to admut 


But it is 


only to men with the vision to per- 
ceive opportunities and the nerve 
to go aficr them. 

Like hws chief, he is Canadian 
He took his B.A. at Toronto and 
was going on to study law, when 
war intervened. “Feeling quixotic” 
he joined the local 19h Infantry 

atialion as a private in the machine 
gun section and was in France in 
the middle of July 1915. 

After « spell of illness he found 
himself Canadian War Records, 
where the above-quoted hilarious 
episode occurred. ater he became 
Record Officer in France attached 
to Canadian Corps H.Q. in which 
a number of famous painters were 
commissioned. Under the acgis of 
Lord Beaverbrook and Lord Rother- 
mere he organised an extremely suc- 
cessful exhibition of ictures. 
Depicting all phases of the Canadian 
war effort it is now housed in 
Ottawa. 


Friend of many 
agents 


From then on it was a case of 
never looking back. Lord Beaver- 
brook offered him a job on the 
Express, where his flair for over- 
coming all sorts of difficulties, 
whether organising a proper tele- 
phone service or acquiring new pre- 
mises, Was soon apparent. 

In 1920 he became manager of 
the Sunday Express (then in low 


The of Kent. 


ul 
Y) 


Yj, 


MEAD OFFICE MAIDSTONE 


LONDON - 


80 FLEET STREET 


water) with Beverley Baxter as man- 
aging editor and Fred Doidge (now 
High Commissioner for New 
Zealand) as circulauion manager. By 
1922 the paper's losses turned into 
a small profit, and sales had risen 
to the then good figure of 412,000. 

Before long he was selling adver- 
tising most of the time, his dogged- 
ness and flair standing hm in good 
stead, and even when he switched to 
the Daily Express many big con- 
tracts were landed by him. Many 
leading agents still have the privilege 
of a friendship with him chat started 
from those days 

During his speech at the Advertis- 
ing Association annual dinner he 
wittily contrasted the roles of news- 
paper men and advertising people. 
The former, he said, must not repeat 
themselves, but the latter are en- 
couraged to do so as often as they 
like. Newspaper men are paid to 
tell the trut advertising men not 
only tell the truth but pay for the 
privilege of doing so News is 
sacred, comment is free, but adver- 
ising is £25 per > ~ column inch! 

Quoting the rule that dog does not 


eat dog, he said that so far as 


newspapers are concerned a passing 
snap or two is not unknown! But 
advertising is in the “respect- 
able side of the jungle.” Ad- 
vertising people convey a 
sense of superior over everybody 
else but they mus polite to each 
other and the pu is well 

Now chairmar nd managing 
director of the Fy s group, Mr. 
Robertson has bid one of the 
greatest careers in | Street. Can 
anyone doubt 1! will use the 
opportunities whi will enjoy as 
the president of Advertising 
Association to 5 vet more fine 
service both | rtising and 
journalism? 


He crash: 
Garden of 


MEANWHILE. 
president, Sir Miles Th 
been recalling early days 
as) the annual 
dinner of the Ai Public Relations 
Association. © he landed an 
aircraft, somew! cremoniously, 
\d which was, 


in a part of th 

by repute, the Garden of Eden. 
In World W was stationed 

at Baghdad and chosen to fly 

the chief politic. hoer, Sir Arnold 


ad in 
Eden 


mmediate past 
omas, has 
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Wilson, to an area near the con- 
fluence of the Tigris and the 
Euphrates. He was to fly over 
some Arabs at low altitude and 
exercise public relations by drop- 
ping leaficts telling them to stop 
carrying out raids, to pay their 
taxes and to be good citizens. 
The heat proved too much for 
the engine of the stick-and-string 
acroplane of those days and it 
seized on full throttle. 
“I tried to make a landing on 
what looked like level ground 
alongside a stretch of water,” Sir 
Miles recalled. 
“It turned out to be not firm 
ground but soft mud—and the 
acroplane turned base over apex. 
No bones were broken, however, 
and the political officer and I were 
taken by natives to a chieftain’s 
hut, where we were given a meal. 
I have since been told that I am 
probably the only man to have 
force-landed in the Garden of 
Eden—and upside down at that!” 


A year of 
destiny 


ALREADY Mr. Robertson has 
paid tribute to the chairmen of the 
Advertising Association's commit- 
tees. Newcomers to their ranks are 
W. W. J. Studd, who succeeds W. 
Ewart Rumble as chairman of the 
executive and W. Hinks, who 
takes over the chair of the publi- 
city committee from 

Both selections are admir- 


. Studd—he likes the full run 
of initials to distinguish him among 
the galaxy of Studds who grace ad- 
vertising-——is conscious that he takes 
office in what may prove the Asso- 
ciation’s year of destiny. He expects 
great things from the development 
committee, under Sir Miles Thomas. 
Between reflective sips of sherry he 
told me that a team of that calibre 
could command an unsurpassed 
range of experience and authority. 

Mr. Studd is a director of Illus- 
trated Newspapers Ltd., Iustrated 
London News & Sketch Lid., and 
other companies. 

He has been for some years a 
member of the executive of the 
Association and took the lead in re- 
establishing the first post-war Adver- 
tising Conference at Margate. 

A past chairman of the finance 
committee of the Association; a 
founder of the Publicity Club of 
London; a past president of the 
Solus Club; and a past chairman 
of the advertisement committee, the 
Periodical Proprietors Association, 
he was the first English director of 
Erwin Wasey & Co., Ltd., when 
their organisation was opened in 


London 191%. 
Contact 


WEEKS WISECRACK 


“Our new detergent gives 
the weekly wash that 
delicate shade of off-white 
which is the of 
gracious living.” 


| 
| 
‘= | 
| 
| MESSENGER | 
KO’ 
| ounty Paper of Kent 
| — | 
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* LETTERPRESS 
* SILKSCREEN - 


ROOF... 


Phone: SHO 6281 


H.CLARKE € (toNDON) LTD. 


NEW INN YARD - EC.2 


EQUIPMENT 


TYPE NSA AIR BRUSH TYPE ACA-! AIR 
COMPRESSING OUTFIT 


TYPE NSE AIR BRUSH PRESSURE REGULATING® 
It ts amazing what a difference it makes to have the Air Brush af your 
elbow Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and 
still more 


-in quality. Aerograph Air Brush equipment, in full use, pays 


its initial cost over and Over again, Write for booklet (SH), giving details 


AEROGRAPH 
Air Compressing equipment. 
AIR BRUSHES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS ot each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone» Sydenham 6060 (8 lines) 


Showrooms London, Birmingham, Bristol, 


of Aerograph 


Glesgow, Manchester 
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train f 


Wonderful book, Bradshaw—tells you every- 
thing about British Railways. There must 
be thousands of people using it at this 
very moment, all over the country. 
People on business, people on holiday; 
all with trains to catch, places to go, 
money to spend. Come to think 


Railway Guide 


MUST BE AMONG THE BEST 
NATIONAL ADVERTISING MEDIA 


Solus and other positions — rates on request. Write 

or telephone. 

BRADSHAW HOUSE - SURREY STREET - LONDON, W.C.2 
TEMple Bor 2842-3-4 
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THAT Viscount Kemsley, who is 
president of the British Gliding 
Association, held a Last 
week in honour of the British Glid 
ng team which was success 
ist Summer's we 

THAT th 
uc ssful 


ships 
Witten Parteidge whos 
oppositior ha 
i proposal by the d 
of ly Inv ner 
ved much put 
ymmercial me 
‘ wumong other 
il Top Secret sh 
* 
bogra Failte, the national 
publicity organisation in 
to extend tourist mmfor 
sux throughout bir 
nerick and Derry will be the first 
wns to have new bureaux 
assistant 
with Gee Advertising 
cester, was featured in a 
in the 


THAT 


tours 


on bhure 


IHAT Diana Furness, 
pywriter 


eclcester 


tled “The girl behind 


THAT an offer to supply lit 
to Oldham Corporation free of 
charge on condition that adv “ 
ments could he d on them for 
i payment a year 
has been Council 
buy their cost the 
raiepayer 


er bins 


wy of the making 

rackel is given 
ued by Dunlop, 
hoolchiidren and 


Philip Dyer, editor 
Journal of Management in 
ddressed the Birmingham 
Will methods 


ment replace time 


THAT 


@ Continued from $2 


OUT DOOR 


Country Pla 

regulations mad 

not be rendered inetf 

city 

The main clause of the Bill, 

therefore, provides that it shall 
not be competent for the Cor- 
peration under their local Acts to 
regulate or control the erection or 
display of any advertivement as 
detined in the Town and ( ountry 
Planning Act 1947, 
There seems no dou! 1 Pp 

hament, when it* passed t 

in the Town 

Act 1947 deal 

ments in fed 

there should 

control 

that the R 

the Act st 

codes of control 

Acts During the » 

of the Town and Cou 

Bill Mr. Silkin (now 

then Minister of Town 

Planning, sand 
“Another improv 

the codification ir 

all the law relat 


We Hear— 


THAT Irak Times has resumed pub- 
lication after the disturbances in 
Persia 

* * 
THAT A. C. Cossor Ltd. are distri- 
buting a new window bill which 
emphasises the variety of entertain- 
ment on TV through every season 
of the yea 

* * * 
THAT six mannequins 
Marshall & Snelgrove 
Yorkshire will present 
model evening 


from wa 
shops in 
a parade of 
gowns to-night 
(Thursday) at Heal’s Mansard 
RestaQrant, Tottenham Court Road 
THAT the Press Advertisement 
Managers’ Association Gala will be 
held at the Connaught Rooms on 
January 23. 


The shape of things to come” 


THAT the darts team of the Tex- 
press Sports & Social Club (Drapers’ 
Record, Men's Wear, British Tex- 
tiles) beat Colman, Prentis & Varley 
3-0 on Monday. 
* 
THAT circulation of Tottenham 
Calling, published by Tottenham 
Borough Council, has increased from 
8,000 in 1950 to 15,000, 
* * 


THAT the past covers of the 
Journal of the Royal Society of Arts 
ire reproduced in the centenary 
which appeared =e Friday. 
* 
THAT the Mayor and * of 
Maidenhead (Cr. and Mrs. W. 
Palmer) were guests of honour of 
the Royal Counties Branch of the 
Incorporated Sales Managers’ Asso- 


is the theme of this window display at the 


emington Rand showrooms in Oxford Street. 


INDUSTRY’S TEST CASE 


control, This will involve the repeal 
the enactments named in the 
tighth Schedule to the Bill. Power 

sought also to make any necessary 
idjustments in private legislation 
several local authorities have adver- 
tisement control provisions in their 
val Acts—and these will be dealt 
with by means of Orders in 
Council.” 

Then, later, when the 
Committee the Minister 
is desirable that there 
1 uniform code as re 

nts for the 


Bill was in 
said: “Tt 
should be 
gards advertise- 
whole country. It is 
»« desirable that local authorities 
should have their own particular 
private codes The object of this 
Bill is to bring them all within the 
imework of these provisions.’ 
However the procedure prescribed 
Section 113 (4) of the 1947 Act 
whieve this aim of uniform con- 
throughout the country has so 
uw not been used, despite the fact 
ut Reeulations made under the 
47 Act have now been in opera- 
n for over four years. No official 
planation has ever been given for 
Minister's failure to implement 
provisions of Section 113 (4), and 
1 reply to a question by Sir Wavell 


Wakefield in the House of Commons 
on November 18 as to whether the 
Minister would undertake to arrange 
for the amendment of this sub- 
section in any f legislation 
relating to Town and Country Plan- 
ning, with a view to king its pro- 
visions effective w the special 
Parliamentary proc > necessitated 
by the existing visions, Mr. 
Marples replied he Minister 
could not say wh vould be pos- 
sible to amend the 1947 Act on 
his matter. 

The preamble to 
Corporation (Adv 
does not give any r 
to why Manchester h 
by the outdoor ady 
for what might 
case, but it will 
neeting was held October 1951 
between rey ntatives of 
O.A.LA.C. and bers of the 
Manchester City P ng Commit- 
tee to discuss diff which had 
arisen becaus incil still in- 
sisted on using Act powers 
in addition to ? nven to it by 
the Town and ( try Planning 
(Control of Adv nts) Regule- 
tons 1948 


Manchester 
nents) Bill 
idication as 

been selected 
sng industry 
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ADVERTISING 
DIARY 


$s. 
OF SHEFFIFLD 
on “Selling Shefficid 
Products Abroad."" Grand Hote! 
12.45 pm 
Associa 
TION. Speaker: G. Clemem Cave 
of Radio Luxembourg Advertising 
‘d. Queen's Hote! pm 
December 8. 
Pusuicity CLUB oF 
idorf Hotel 


anp West 

A. Glass on 
img engraving” and 
“Photogravure process.” 


Hotel, 6.30 p.m 
Tuesday, %. 
WomeENS ApvertTisina CLUB OF 
meeting Gordon 
“Industrial design anc 
Trocadero, 7.30 pm 
PUBLICITY ASSOCIA 
E. J. Ornstien of 
Max Ritson and Partners Lid. Mid 
land Hotel, 7 p.m 
Pusticity Cius oF NOTTINGHAM 
luncheon. Speaker: A. H. Frank 
Restaurant 
ADVERTISING 
on 
(educational 
‘onorype Corporation, Fetter Lane 
DUBLIN ADVERTISING-PREss CLUB 
Prestige documentary film show 
Shelbourne Hotel 
Wednesday, December 
Pusuiciry Cius Le 
Little to MacDougall's. 


Pusiictty 


Pusiicy TY CLus oF Leeps 
Wood on ma 
tising film.” Restaurant 


AND «BUCKS 
Cius, Norman Groome on “Tech 
Advertising." Royal Hote! 


PRODUCERS AND SCREEN 
ASSOCIATION “Ladies 
Cafe Royal 
12. 


ORD PUBLICITY ASSOCIATION 
annual dinner and dance. New 
Vic'oria Ballroom 

Civus oF Noarn 
Visit ta Col. 
liery entrance, 2.30 


Finnish P.R. 


men entertained 


Five representatives of the Finnish 
Public Relations Association, 
founded in 1946 and believed to 
have been the first P.R. society to 
be formed in Europe, were enter- 
tained at an informal dinner on 
Monday by members of the Council 
of the British Institute of Public 
Relations. 

They were Veli Virkkunen, infor- 
mation head, Finnish Broadcasting 
Company (president of the 
F.P.R.A.); Kuliervo  Heiskanen, 
information head, the Tuberculosis 
Association (secretary); Olavi 
Laine, managing director, the Asso- 
ciation for Finnish Work; Erkki 
Merikallio, presenter of Round 
Wood Export, Finnish State Licence 
Office: and Juhani Saraste, Huta- 
maki-Concern (food industry). 

The Institute was represented by 
its immediate past president, Roger 
Wimbush; Maurice J. Buckmaster, 
P.R.O., Ford Motor Company Ltd. : 
T. Fife Clark, secretary, provisional 
committee, International 
Organisation; Sam Black, editor of 
Public Relations; and Norman H. 
Rogers, I.P.R. secretary. 


Host at two parties 

Leon Goodman will act as host 
at two Christmas parties this year 
One is a party given to the children 
of members of his staff at the St 
Pancras Town Hall, on Saturday 
December 13. 

The other is a dinner and dance 
for the staff of Leon Goodman 
Displays Ltd., their families and 
friends, on Monday, December 22 
at the Horse Shoe Hotel, W.1 
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4 
Jiockmak- ¢ 
Bryant $ 
and $ 
H 
th 
| 
record number of goods for auction a > = 
{ st th | ball of the Trade and owe : 6 
Technical Branch of the National 
ee F Union of Journal to be held at 
the Royal Empire Society Hall on 
‘ 
a 
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W.D. & H.O. WILLS are using RoTA 


ROTAIRS compel attention at point-of-sale by their intricate 
and colourful movement — without any form of mechanical 
power. They sell forcefully— stay up indefinitely —need no 
counter space—and retailers like them. Ingeniously printed 
and manufactured by a special process (World Patents 
pending), leading national advertisers are beginning to include 
ROTAIRS as an integral part of their national advertising 
campaigns because 


ROTAIRS mean moving displays at showcard cost. 


THE MILES GRIFFIN (COMPANY 
4 SEATON PLACE, HAMPSTEAD ROAD 
LONDON, N.W.1 

TELEPHONE: EUSTON 3941 
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Knotted handkerchief started 


Berketex sales drive 


A large scale publicity 
has been launched for th 
Habit, a new style dress 
although only made in two 
widths and three lengths, will fi 
inybody It ws being made in a 

of materials 
campaign irted with th 
sending of rotted handker 
chief to managing directors and 
100 Berketex 
were told: “This 


campaign 
Berketes 

which 
shoulder 


a large k 


gown buyers of over 


They 


tailers 


The “Liverpool Echo” refused the 
Berketex teaser ad. antil it was 
changed to: “What is the wonderful 
new habit? Look for the answer 
in Monday's ‘Liverpool Echo.” 


sto remind you that the Habit 
m the way This was followed 
broadsheet giving details of 
he Habit and the marketing plans 
Teaser campaign 
in provincials 
Teaser advertising st irted in lead- 
ne provincial newspapers. The ad. 
id What is the wonderful new 
habit? Look for the answer in 
Monday's Daily Mirror 
In addition to a full page in Mon 
day's Daily Mirror, half pages are 
ippearing in ten provincial papers 
ind space has been booked in over 
1%) other newspapers in the pro- 


vinces rowcards are also being 
distributed 

The a 
Colman, rentis 

Eueryl take 
half-page 

Eucry! Lid. are 
chiorophy!! market with a chioro- 
phyll tox powder. An intensive 
advertising campaign will be 
launched on January 7 with a half- 
page in the Daily Express. 

he scheme covers national, local 
and trade press. Display material 
has also been produced. 

For dental wearers Eucryl are 
launching a new dental plate fixa- 
tive with chlorophyll. Eucry!l den- 
ture powder is also being presenicd 
with a new formula with a special 
ingredient for cutting through den- 


ture film. 
Advertising Lid. are the 


nis for Berketex are 
& Varley 


entering the 


agents 


FIFTY MINUS FIVE 


A new two-shilling in the £ 
discount offer is announced by 
F.S.T. (Fifty Shilling Tailors) in a 
mailing shot to customers. So far 
no press advertising has been 
planned. The agents are Rumble, 
Crowther & Nicholas Lid. 


e AT 


Spratt’s Patent Ltd, 
Television Ltd... to C. P 
press and display materia!) 
toS 1 
makers of motor seats, 


J. P. MeNulty & Co., Ltd. 
NEW ACCOUNTS: 


tising) Ltd ndon) 
D. Hirst (Adve 


Partners Ltd. (photog 
materi!) Clarke-Built 
machinery manufacturers 
of arms accessories, for Cross 

Masters Matches fo: 
resort for Gi. Street & ( 
Vghter for C. J. Lytle (Ad 


London evenings and 


NEW CAMPAIGNS: 


national! 
metal, paint, rubber, a 
Solvent paste and Gre-Sol 
(Advertising) Ltd.) Rad 
material 
tobaceo, chemist and grove 
(Colman, Prentis & Var 
newspapers 


farming press 
Zubes (Mather & Crowther 
days, provincials and week 
bread (Dorland Advertising | 
phyll tooth powder (Dor! 
and trade press 


Tisbury & Co., Ltd). nat 


A GLANCE e 

ACCOUNTS MOVING: 

to Willing’s Press Service Ltd.; 

Wakefield Ltd. 
Brush Aboe Group of Companies 

Garland Advertising Ltd; Cox & Co, (Watford) Ltd., 


screen and tubular steel furniture, to 


British Physical Laboratories for Donald Macdonald (Adver- 
Leeds Regional 
tising) Ltd. (Yorkshire daily and weekly news- 
Ross photographic developer for T 


raphic 
nd Parker-Hale Ltd., manufacturers 


\ifred Pemberton Ltd.; Ventnor holiday 
Ltd. (n cigarette 


1.8) 


Dunlop hot water bottles (Char'es F. Higham & Co., 

press, Imperial Smelting Corporation (Downtons Ltd), 
| chemical trade journals; Gre- 
nd cleanser 


Phyl! chlorophyt! chewing gum (Direct) brewing, 
Ltd.) Daily Mirror and provincial 


English Guernsey Cattle Society (Alfred Pemberton Ltd). 


zazines; Procea fluted diabetic 


‘vertising Ltd.), national. 
Raymond. 77 cream 


ess 


Baird 
(trade and national 


| Board for Nevin 


Booth Waddicor 
and point-of-sale 
engineers and food 


journals 
dairy 
& Co., Ltd 


itional press); Butane 


tising) Ltd. (national! press, 


Ltd.), 


(Nevin D. Hirst 
motoring press, and display 
Berketex 


trade press; Habit 


d), national dailies and Sun- 


nedical press; Eucryl chloro- 
local 


shampoo (Wilfred 


“Sidney the Serviceman” says, 

‘Give your set a boost on this 

new Mullard three dimensional 
cul-oul 


New display range 
for Mullards 


The need for regular va! 
is emphasised in new Mul 
advertising and publicity. 
object of the campaign is to persuade 
the public to invest in receivers 
fitted with Mullard valves and tele- 
vision tubes 

Some of the advertisements feature 
illustrations by Ronald Searle. 
campaign, which has opened in the 
Radio Times, will continue until 
March 

In order 
their own sal 
with Mullard na 
new range of d 
been produced. These include three 
dimensional cut-outs and showcards. 

Arks Publicity Ltd. handle the 
advertising for Mullard valves for 
domestic use 


Brush Aboe place 
all advertising 


with Garland 


As from January | all home and 
overseas advertising for the Brush 
Aboe Group of companies will be 
handled by S. T. Garland Advertis- 
ing Ltd. 

Garlands were appointed to handle 
the Group prestig advertising last 
April. Now they w ike over the 
advertising for Associated British 
Oil Engines (Fxport) Ltd., Associ- 
ated British On! Ff s (Marine) 
Ltd.. Associated T Wells Ltd... 
Brush Bagnall Tr » Ltd., Brush 
Coachwork Ltd 
Engineering Co. | 
Ltd.. J. & H. Mel 
lees Bickerton & 
National Gas and © 
Ltd., and Petters | id 

The Group is 
exporter of diese! 


ve testing 
rd valve 
Another 


» help retailers to link 
ind service publicity 
mal advertising a 

play material tes 


I ngine Co. 


id's largest 


Raymond shampoo 
marketing change 


Previously adv d 
through class mag < 
77 cream shampo 
price from 7s. 6d 
and distribution 
stores. 

Large scale ad 
next Tuesday » 
the Daily Fepres 
there will be an | h triple space 
in the Daily VM | half-pages in 
the Daily Mirr Daily Graphic 

Wilfred Tisbury & Co. Ltd. are 
the agents 


mainly 
Raymond's 
s been cut in 
is. Od. a tube 
ded to chain 


ne will start 
half-page in 
ng the week 
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FOAMING RIVERS 


‘Not us’, say 
Domestos ads. 


Following a question in Parlia- 
ment last week on foaming rivers 
Domestos Lid. have been running 
an advertisement for Stergene deter- 
gent claiming that lather in deter- 
gents is “entirely unnecessary.” 

The first ad. appeared in several 
national and provincial dailies last 
Friday, the day following the 
question, “Opinion forming” media 
are being used. 

The copy stated: “In view of the 
suggestion made in the House 
that this phenomenon is due to a 
lathering agent added to some 
domestic washing detergent, the 
manufacturers of Stergene wish to 
state that their detergent gives 
little or no lather, as the most 
modern detergents do not require 
foam to indicate eer. 

Agents are W. and 
Associates Ltd. 


Chewing gum and 
chlorophyll 


A chlorophyll chewing gum, 
claimed to be the first in Europe, 
is being marketed by the Degree 
Manufacturing Co. Ltd. It has been 
given the name of Phyl! and has 
a spearmint flavour. 

Advertising has been planned for 
a large number of trade papers 
covering brewers, chemists, grocers, 
and tobacconists. 

The company is also introducin 
a Coronation bubble gum whic 
will be advertised in the confec- 
tionery trade press. All advertising 
is placed direct. 


Lytle get lighter 
account 


Cc. J. Lytle (Advertising) Ltd. 
have been appointed to handle the 
advertising for the launching of the 
new Butane cigarette, cigar and pipe 
lighter, produced by the British 
Butanic Lighter Co., Ltd. 

Half-pages and 13 x 5 cols. have 
been booked in the national press 
and London evenings, and 11 in: x 
3. cols. principal provincial 
towns. Half-page advertisements will 
appear in the Evening Standard and 
the Star. 

The lighter operates 
wick, petrol or cotton wool. 
retails at 45s. and refill 
claimed to last the averaee smoker 
six months, cost Is. 11d. The adver- 
tisements also claim that the lighter 
has no smell 


Boost for bottles 


Dunlop have planned an extensive 
national campaign for hot water 
bottles this winter. The advertise- 
ment will appear in eleven national 
papers with a combined circulation 
of 153 million. 

In addition a leaflet detailing the 
wide range of Dunlop hot water 
bottles has been issued to every 
retail chemist in the U.K. Besides 
iMustratineg the standard rubber 
bottles, the leaflet also shows the 

“animal” bottles for 


without 


The aneate are Charles F. Higham 


Another for Froud 


Froud & Partners Ltd. have been 
appointed agents to A. Wells & Co.. 
Ltd., manufacturers of mechanical 
and non-mechanical tovs 


: 

| 
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Is the 13,000,000 
adult weekly audience of 
SCREEN ADVERTISING CINEMAS 


representative of the 
total population ? 


4 PROPORTION OF POPULATION | PROPORTION OF SCREEN AUDIENCE 
Housewives .... 35% 
Other women 18% 


What is the composition, by age groups, 
of the screen advertising audience ? 


PROPORTION OF POPULATION PROPORTION OF SCREEN AUDIENCE 


AGE GROUP 


46% 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


MEAD OFFICES 124-128 FINCHLEY ROAD LONDON, NW3 (HAM. 4424) % SALES & PRODUCTION FILM HOUSE. WARDOUR STREET LONDON W! (GER 9292 
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Coronation 
colours 


Fashions and Fabrics has 
produced a semi-stiff colour 
for Coronation Year Ter 

traditional 
fashion 
actual fabn qualities 
explained by the journal's fashion 
editor Pr of the chart is 2s 

Manchester Guardian 
and Manchester 
tabloid 

yether equivalent to 32 full 
nh om day 
* 

The Christmas number of Horse 
and Hound (dated December 6) 
40 pages and is the largest 
ver published Advertising 
of 174 pages constitutes a 
for the journal 

* 

s Financial Times in- 

16-page supple- 
triculture. Equip- 

accounted for 

advertisements which 

about half the supplement 

The Lord Mayor of Birmingham 
(Ald. W. Y. Bowen) presented the 
heques to the winners of the 
annual “Mercury Girl” contest last 
b riday It was organised by th 
Sunday Mercury and twenty-thre: 

ts were selected from thou 
judges in 


The 
Clark and James 


pro 
chart 
colours 

and 
ins of 


onad 


promo 
shown by m 


and «their 


On Friday th 
ran a 16-page issu 
Fvening News 


mntains 


separate 


ish a 


upied 


entrants 
Petula 


* 
Furniture Record is to publish 
( onation Souvenir art paper 

nent on May 29. Th 
a colour pho 
ind editoria 
nmiture and 
made for t 


Theatre, bal 
prominently 
The Adelphi, 
Margot Font 
tion of g 
Piper as ad 
and on K 


Commenc 


Shopping maga 


Ltd. will be hand 
At present a b 
March issue 


monthly 


monthly 
onwards | 1 bx 
magazine 
. 
British Millinery bas 
illinery anc fatting 
year-book 19513. It 
plete guide tor 
a section on 
hats 


come a 


sued 


contains 

tailing selling 

advertising for men's 
* 

The Manchester Guardian pub 
lished a four-page Christmas book 
supplement last Friday 

* * 

Timber News will, commencing 
with the January 1983 issue, chang 
is name to Timber Technology A 
Machine Woodworking. 

Starting with the January issu 
page size of the Contractors’ Record 
and Municipal Engineering « 
increased to a standard 12 i 
9 in. overall (type area 10 


7 in.) 


adventure 
competitions 
the January 


Complete true-life 
Stories and cash prize 
are new features in 

* 

The 
castle, published a 
edition with the whole 
page news devoted to Howard's 
(Newcastle) Lid., the department 
store. Copies were distributed to 
passers-by from the and 
created much interest. T idea was 
conceived and carried out, in con 
junction with the paper, by the 
store's agents, Good Publicity Lid 
Colwyn Bay. 

* 


New- 
special 


front 


Store 


* 

The price of the Ministry of 
Labour Gazette is being raised from 
Is. to Is. 6d. in January. 


Wood supplies for 
paper-making 


Ample wood supplies will be 
available to meet the existing and 
future needs of the paper industries 
of the world for many years to come 
according to George F. Underhay, 
a director of Bowaters Development 
and Research 

In a paper he 
Society of Arts, 


read to the Royal 
Mr. Underhay said 
it seemed likely that wood would 
retain its place, perhaps indefinitely 
as the most important raw material 
for paper-making because of its 
inherent suitability and because for 
most countries wood pulp could be 
made available at an economic 
price, 
Recent of paper, he 
to the lack of 
but to a 


shortages 
stated, were not due 
primary raw materials 
variety of other causes, including 
serious slowing down of the normal 
expansion rate of mills during the 
war years and a high demand in rela- 
tion to productive capacity and 
stocks. 


Export catalogue 

Circulation of the British 
Electrical and Allied Manufac- 
turers’ Association export catalogue 
has increased from 12,000 to 16,000 
Sir Harry Railing, president of the 
Association, said at a luncheon to 
mark the publication of the second 
edition. It is now published in 
English, French, Spanish, Portu- 
guese, and German. 

Mr R. Mackeson, Secretary 
for Overseas Trade, Board of Trade 
said that the whole stability of our 
economy depended on the sound- 
ness of sterling. 


Gazette 


VOLUNTARY LIQUIDATION 


The creditors of Norman M. Chappell 
(Advertising) d 3 Leopold Street 
Sheffie:d, were called together recently at 
Shefficid, when a statement of affairs was 
sut mitted show abilities amounting to 
sid w thik % 10d 

trad editors. In addition 

debenture ciaim for £625 and 

poorty claims totaling 

estimated to realise 

and after allowing for 

preferent al and 

were net assets of 


r as the sharcholders were con- 
was a total deficiency of 


registered in July. 
Ege of taking over a 
ommenced in 1948 
position, creditors 
pany ha 
the shareholders 
mmended 
Poppiecton 
as liquidator Ac 
inspection was also appointed 


mpany was 


BANKRUPTCY PROCEEDINGS 
Joun Purcett and Haze. 
Mary Jovee Hatt in partnership 
under the style of Adshead & Co., 175 
Street B ack pool advertusing 
Public examination January 
ourt House, South King Street, 


WILLS 
Viscount AsTor. who was chairman of 
directors of The Observer until his 
oa September 30 at the age of 73, 
in Britain of £974,724 


LinpsayY TILLOTSON, 
Ruth 


£24,747 13s. id. grow, £24,025 net 


NEW COMPANIES 


Clematis Nomina! 
B c 


Fisher, 


M. A Hecker & Partners 40 
Mortimer Street 1 Advertising and 
agents capital: £100 

tors: S. E. Glucksman and _ A 
12 Baltic 
ishographers. 
Nominal capi- 
tors: O. H. Risson and 


Swe 


Ltd., 295 Balham 
Advertising and 
cialists and press 


ly and sp 
Nomi 

Gr and G 

Sa'es Promotion Ltd., Vivies Man. 
sions, Vivian Aven N.W.4_ To under- 
take and develop all schemes for in- 
creasing sales on behalf of various clien- 
advertising, public re- 

ind market research 

capita £25 Director: E. 


British Bee Publications, Lid. To enter 
into an agreement with Cecil C soaeey. 
13 Grasmead 


British Bee Journal. 
Record and other publicati 
capital: £2,000 Subs 
Harvey and Doreen M 
Stage Display Litd.. 1/8 
Court, Wimbledon, S$ W 19 Exhibition 
and display designers Nominal capital: 
£1,200. Directors: W. CR ood 
J. A. Priswelli and Doswell 
above-mentioned particulars of 
companies recently are 
tehen from the Daily 
by 


Broadway 


rmeriy Alan Betts 
Woodstock Street, 


4 Tachbrook 
id 


| 
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(Continued from page iii cover) 


PRINTERS 


LITHO on LETTERPRESS 


FOLDERS, BOOKLETS 


TOWNSENDS of EXETER 


Works: ORCHARD PRESS, 
EASTCOTE Pinner 


PERIODICALS 


Weekly, monthly, quarterly magazines 
and price lists well printed in small 
modern factory at prices you will be 
pleased to pay. Up-to-date type 
setting, high-speed automatics. Careful 
supervision. Estimates willingly sub- 
mitted. 

SUTTONS Printers, 

Paignton Tel. 5542. 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or small week 

paper. Broadsheet or folio. Newark 
Advertiser, Newark 


Is your Publication 
Printed to your 
Satisfaction ? 


With the installation 
of additional plant 
a London firm of 
printers is now able 
to accept the 
production of one 
or two periodicals 
or house magazines 
with a limited 
circulation. 


The service offered 
is reliable and the 
utmost co-operation 
will be given. 


Box 330! 
Advertiser's Weekly 180 Fleet $1 


SPECIAL ANNOUNCEMENTS 


THE VISUAL —_, CLUB, 12 
Square, London, . offers 
graphic factliies and 


See November 27 issue of 
Advertiser's Weekly, pages 518- 
519 and 520 for the Advertising 
Services & Supplies Section. 
December 25 will be the next 
issue containing these Services. 


ADVERTISER'S WEEKLY $72 
Legal and CLASSIFIED ADVERTISEMENTS 

nave 
AIRFORCE 
ie Good Work — Keen Prices 
Ask for Type Book P 

a def y as re | — 

—— = 4 wed share capital was shown at £612 
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| 
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t 
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* 

t. and mus figure 

# he latest issue of 
with articles on } 
i the interpreta E. G. Barr | 
cM t roles, on John Griffiths Mowbray } 

for the theatre, High Road, SW | 
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APPOINTMENTS VACAN 
royds 


REQUIRE Ist CLASS 
LETTERING ARTISTS 
Apply to: 


A. P. TOMPKIN, 160 PICCADILLY, 


GOYA LTD. require experienced Adver- 
tising Manager for carly 1953 Maile 


or female. Some knowledge of con- 


sumer goods, perfumery, of exports 
desirable Apply by er giving R 
details to D. R. Collins, 161, New 
Bong Strect, London, W.1 
REPRESENTATIVE wanted by commer- 
cia! studio con- 
Mection al Write Farringdon 
Studio Lid, West Smithfield. E.C.1 


FIRST CLASS 
VISUALISER 
REQUIRED BY 
LONDON AGENCY 
All enquiries, in 
confidence, should state 
age, salary expected 
and brief outline of 
experience. 


Box 12% 
Advertiser's Weekly 188 Fleet 6t EC4 


RATES. ,PPOINTMENTS VACANT, 3s. 64. per 
APPOINTMENTS WANTED, 3s. per time, 35s. gy * 
pane! inch. Misimem. 


The 
Local 


Notification of Vacancies Order 1952.” 


line, 405. per Gisplay panei inch, 


rates 
Address. 
CHAscery 8844 (Ex 


APPOINTMENTS VACANT 


engagement of persons answering these advertivemen:. 
Office of the Miniatry of Labour or a Scheduled Empio) meat 
is man aged 18-64 inclusive womse aged 16-59 inclusive 
the bs from the provision 


ODHAMS 


YOUNG LADY ARTIST required in 
Display Department of J. Lyons & & 
td. Please apply to Mrs. Mann, 
Rupert Street 1 

OLD provincia! publi- 
cation 7 England requires for 
position Advertisememt Manager a 
really live, go-ahead man of outstand- 
ing space-selling ability Position at 
Presemt carries an income of £800-£900 
a year with opportunity for doubling 
Write fully to 
Box 3274 Ad. Weekly 180 Fleet St BC4 


HIGH CLASS 
COMMERCIAL COLOUR 
ARTIST 


required in London Studio by 
firm of designers and printers. 
Applications required only from 
young men with proved ability 
to design showcards, posters, 
labels, ete. Send samples of re- 
productions to 


JAMES HAWORTH & BROTHER LTD 
ROSSENDALE WORKS, CHASE SIDE 
SOUTHGATE, LONDON, N.14 


JUNIOR COPYWRITER. I am looking 
for a versatile junior copywriter, with 
S or 6 years’ Agency experience, for 


appointmem carly next year If you 


have initiative and ideas, comple- 
mented by accuracy and commonsense, 
write to me fuly (in confidence) en- 

COPY CHIEF. 


clos 12 some specimens 
GEE ADVERTISING LTD., Welford 


Raad and Carlton Street. Leicester 


Our accounts range from feminine 


fripperies to machinery and you will 


be expected. in time, to tackle all of 


them 


FIRST CLASS SPANISH-SPEAKING 


ness Manager with knowledge of 
advertising and marketing wanted for 
established Anglo-Venezuclan Adver- 
tising Agency in Caracas Age about 
40. Please write with full details to 
Staff Manager Colman, Prentiss & 
Varley Ltd., 34 Street, W.1 


A 
FIRST CLASS 


COPYWRITER 


EXECUTIVE 
required by 


The Sales Promotion and Service 
Department of Odhams Press are 
seeking a young, top grade, well 
educated creative copywriter 
with executive experience. He 
must be capable of producing 
original ideas and working visuals 
with a sound knowledge of pro- 
duction. The position offers an 
exceptionally good salary and 
excellent prospects. Letters of 
application giving age and full 
particulars will’ be treated in 
strict confidence and should be 
addressed to Jerome Chester, 
Odhams Press Ltd., 96 Long 
Acre, London, W.C.2 and marked 
** Personal.” 


25 Ad. Weckly 180 Fleet St BC4 


Box 3313 Ad. Weekly ny Fleet St 


ARTIST, experienced lettering, and sign JUNIOR SALESMEN 
layout required by large sign company 
experienced artists will be con- London and Provinces 
Existing staff know of this tunities for the right men 
State age, experience writing to Pitman 


to _ Street, Kingsway 
od EXPERIENCED SALESMAN with good 
LETTERING AND GENERAL anne connections with National 
Some know 


to graphy an adva 


Ciaude-General Neon Lights Lt 


Box 3320 Ad. Week y 180 Fleet St BC4 | 


*Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


VERSATILE 
EXECUTIVE 


A job with a present, and a 
future. Right-hand man re- 
quired by Managing Directors 
of small, rapidly expanding, 
33-year-old West End Adver- 
tising Agency. Personal integ- 
rity essential We would 
welcome a harmonious per- 
sonality for client contact, 
practical visualising and lay- 
out ability, thorough knowl- 
edge of Agency routine and 
production, and a copywriting 
flair, but we do not expect to 
find ALL these qualities. 
Write, stating age, experience 
and salary merited. 


Box 3337 
Advertiser's Weekly 180 Fleet 8 EC4 


SECRETARY. Ambitious shorthand/ 
typist (single) required after Christmas 
@s personal secretary to Director of 
London Advertising Agency Quailifica- 
tions efficiency, gumption, glamour and 
powe Our staff know Write age, 
experience and salary wo 
Box 3321 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST wanted by small 
progressive Agency Practical experi- 
ence desirabic Write 
Box 3307 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED ASSISTANT Pub- 
licity Manager of world-wide adver- 
tisers. Opportunity for young man with 
initiative, to write, design and control 
production of all kinds of press adver- 
tising and printed material and build 
progressive career in responsible posi- 
tion with every scope for advancement. 
Give outline of career to date. State 
age and salary cupecic 
Box 3339 Ad. Weekly 180 Pieet St BC4 


MAN 25/27 years for Advertising 
Department of General Brass founders 


alsall Duties general 
character. Ability suggest ideas Trade 
Advertising, Folders Catalogues 


Finished art_ work not required. Ex- 
pericace of Rotaprim method of print- 
ina advantage Write full details edu- 
cation, experience, salary required two 
Box 3264 Ad. Weckly 180 Fleet St EC4 


World Famous Business 
requires 
Home and Overseas 


SALES 
PROMOTION 
MANAGER 


First-class organiser with 
sound knowledge of modern 
sales technique combined with 
publicity experience. The right 
man will probably be in early 
middle age, a man of character 
and initiative who is already 
in a good job but wants to 
progress. 

He must be capable of co- 
ordinating sales and advertis- 
ing of a wide range of pro- 
ducts in U.K. and countries 
overseas. Good salary. Excep- 
tional prospects. Correspon- 
dence dealt with in strict 
confidence. 

Apply in writing, giving par- 
ticulars of experience, quali- 
fications, age, salary, etc., to 

Box 3330 
Advertiser's Weekly 186 Fleet 61 EC4 


All other 
charge, one lime plus 9d vering postage, et | 
advertise t under seven tesertions MUST BE Advertiser's | 
2s 
Ageoc) if the applicant 
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CLASSIFIED ADVERTISEMENTS 


writing, 


During the 


with us 


At least 


most of them 


Age under forty-five: 


Lambe & Robinson Expansion 


have another important vac uncy—for a 


ACCOUNT 
EXECUTIVE 


last few months we have interviewed 


large number of men. Some of them are now working 


None of the rest, however, met the high 


five 


at executive level. 


standard we must set for this particular job. 
The immediate reward will be, by any standards, 
satistactory, Future prospects, granted the right man, 


are quite exceptionally good 


Applicants must possess the following qualifi- 
cations 


Evidence, supported by impeccable references, 
of fitness to Lake on a position of considerable 
responsibility and trust. 


years advertising experience, 


Preference 


will be given to men who have been connected 
with repeat purchase, consumer goods ad- 


verlsing 


good health. 


May we 
off han 
hands 


ask that on this occasion 
cants hold their 

enore all applica- 

not match up reason- 
ably we ith the requirements set 


tions wi 


out ab 


First’ applications, 
please, 


giving 
to the Managing Director, 


SCEPTRE HOUSE 


concise autobiography, in 


LAMBE & ROBINSON LTD. 


169 REGENT ST., LONDON, 


“The emgsrement of 


APPOINTMENTS VACAN 
tng these 


of Vacancies Order 1952." 


is required in the London 
Publicity Department of an im- 
portant Group of Companies 
manufacturing electric cables and 
a wide range of electrical equip- 
ment 

He will be a youngish, energetic 
man with previous experience in 
industrial copywriting and the 
ability to dig for facts and present 
them with force and imag nation 
to technical readers. The ability 
to do rough visuals would be an 
advantage but is not essentie 

The scope of this job is wide and 
offers unlimited opportunities to 
the right man, who will be given 
every encouragement Commencing 
salary 4600 pa Please send full 
details to Box No. 703, clo 
White's Led., 728 Fleet St., 


| EXPANDING AGENCY re 
quires wide PRODUC 
11ON MANAGER able tO take tull 
charge under Director, Must have know!- 
edge of all relevant processes, inciud- 
ing print (ittho and iciterpress) Good 
salary accuracy abiiuy and 
expenence 

Box 1305 Ad. Weekly 180 Fleet St EC4 
CREATIVE OPPORTUNITY, Publicity 
| Department of large automobile equip- 
ment manufacturers London has 
vacancy tor syout man with 
enthusiasm produce ideas 
clean visuals and roughs on al) forms 
of publicity Exp on industrial 
accoums an 5 day week, 
penwon Fall detais 

experience and salary sequired 


lo 
Box 3306 Ad. Weekly 180 Fleet St BC4 
IMMEDI TE VACANCY for energetic 
secretary assistant Must 
West End office 
advert sing ma industria 
group Shortha nc 
Simpic book kec 
block ordering 
week good pay 
advancement 
Department, 
EDITORIAL ASSISTANT 
arge Midlands indusu 
ing to public thr oe 
and overseas s 
quarterly House Mas 
publicity Five day 
annualhon scheme 
weifare facilities Se full 
age, experience and salary 
Box 3303 Ad. Weekly is 


required by 
concern sell- 
aiicrs at home 


excellent 
details of 
ued to 
Fleet St 


GAS BOARD 
Diviton 
OFFICER 
from highly 
position and 
an cxcep- 
public fre- 
1 include 
preparing 
c Board's 
advertising 


SOUTH-WESTERN 
orthern 


PUBLICITY 
Applications are 
qua.ified persons f 


surate with 
qualifications sponsibility 
Applicants ould wicate the 
ations should 
December to 
Divi sonal Manager. 

s Board, 

Radiant i. tristol, 1 


SPACE-BL YING 
for London Agenc 
accurate with figu know!- 
edge media opportunity for 
inte! ligent yung or woman 
(20-24) Our staff know of the vacancy 


Fleet BC4 


ASSIST 
Must be 


Box 3322 Ad. Week ot 


with knowledge of the basic prin- 
ciples of all reproduction processes. 
typography and copy detail 
wanted Should he prove 
tent. he wil) eventually be 
sible for handling all work from the 
layout to the final printing on a num- 
of eccounts 
Please write or ‘phone tw: 
Production Manager, 
Robert Sharp and Partners, 
3 Wyndham Place 
Bryanston Square, W.1. 
Ambassador 1471 


| 
| 
| 
| 


REPRESENTATIVE REQUIRED for up 
to-date photographic advertising and 
fashion studio in West End of London 
This post offers scope and return for 
Initiative 
Box 3245 Ad. Weekly 180 Fleet St EC4 

ASSISTANT required for Advertisement 
and Circu‘ation Departmem of onc of 

largest London Suburban News 
kant should preferably 

experience of layouts 

A proeressive posi- 

tion is offered to a we'l etuca’ed, ambi 
tious young man. Details of experi 


ence. sa ary. to 
Box 3311 Ad. Weekly 180 Pleet St EC4 


Packaging Development 
SENIOR 
ASSISTANT 


to be appointed to the 
Packaging Development Man- 
ager of Glaxo Laboratories. 
Experience of package con- 
struction would be an asset 
but requirements 
are an informed appreciation 
of packaging problems, initia- 
tive, an orderly mind and a 
capability for administrative 
detail. Ability to lead and 
work with a team, and to gain 
the willing co-operation of 
other departments and 
seniors, is a necessary quality. 
The post is progressive and 
offers a starting salary of £700 
or more according to experi- 
ence, with participation in the 
Company’s Incentive and 
Pension Schemes. Apply in 
writing to Senior Personnel 
Officer, Glaxo Laboratories 
Ltd., Greenford, Middlesex. 


essential 


ARTWORK REPRESENTATIVES 
quired for London Studio. Only 
Perienced representatives capabie 
earning £1,000 per annum need apply 
Salary plus commission 
Box 3308 Ad. Weck!ly 180 Fleet St ECS 

ADVERTISEMENT CANVASSER 

to cover Manchester and pos- 

Shefficid for old established 
Engincering Journa!. Full t'me engage- 
mem on libera! salary and commission 
Considerable scope for energetic man 
Particulars to 


Box 3309 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 


Siteations Vacant advertisemests must 
{ be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
ta Agency if the applicant mon aged 16-64 inclusive of woman aged 18-59 inclusive 
| CREATIVE A_YOUNG PRODUCTION MAN 
| 4 
4 | iL 
} | 
| | 4 
4 | 
| | ; 
| 
| 
| 
: | | | 
| 
| | 
} | () 
| 
| | 
als | | | 
— | | 
if | | tatiom. The d 
in| attending mecting 
Press artidies, cd 
| News Sheet P 
connection with al ad- 
| 
| 
| 
| | 


Decemper 4, 1952 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


COPYWRITER 


required by 


Vauxhall Motors Ltd. 
at Luton, Bedfordshire. 


to prepare catalogues, mailing 
pieces and dealer advertise- 
ments. Applicants must have 
at least three years’ copy- 
writing experience in an 
agency or advertising depart- 
ment, plus a sound knowledge 
of printing and blockmaking 
processes. Familiarity with 
motor vehicles will be an 
advantage. 


Also required 
JUNIOR 
COPYWRITER 


to assist in similar work. 


Applications, with details of 
experience, qualifications, age 
and salary required to Route 
215, 


VAUXHALL MOTORS LIMITED 
LUTON 


Specimens may be enclosed 
with initial application if desired. 


There is WORK AVAILABLE for two 
first class free-lance LETTERING AND 
GENERAL artists in FLEET STREET 

jo. Desk space available at 30s 
4 week inclusive of telephone, etc 


te 
Box 3304 Ad. Weekly 180 Fleet St BC4 


LAYOUT AND GENERAL ARTIST 
required by expanding Agency. If you 
can turn out good slick roughs in pen 
cad and colour and produce necessary 
FD’'S when required, apply in the first 
imstance by ‘phone of 
appoitment Maxwe!l! Clarke 

igh Holborn, W.C.i. CHA rere) 
ing for Mr. Gibb 


SENIOR REPRESENTATIVE ~ required 
Advertisement Staff of The 
Roval Air Force Review Excep- 
tional opening for ambitious man who 
has had sound epaceseliing cxperi 
ence Particulars of age and experi- 
in swict confidence, to General 
Manager, 180 cet Street, E.C.4 
EXPERIENCED FREE-LANCE SPACE 
representative required to amist Adver- 
tising Director high<lass specialised 
annual following up prospects already 
written to. Only front-rank man con- 
sidered able to back own ability on 
omm. 


on 
Box 3324 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS VACANT 


required for bus imspec- 

Leeds and Yorkshire () 

cham and Midlands (c) Scouand 
Full ume free-lance. 

men only write giving details of experi- 


terms to 
Ad. Weekly 180 Fleet BCs 


A LONDON AGENCY has an opening 


Box 
Pieet Street, 


EXECUTIVE requi weg 
DEPARTMENT Specialist Enat- 
producing cquipmem for Motor 

Eng.cc Industries Location, 

Thorough knowledge 


“for PUBLICITY 


Applications stating age, qualifications 
cle 


& 
Box 3302 Ad. Weekly 180 Fleet St BC4 


AMBITIOUS YOUNG MEN required as 


of periodical-pub- 
Previous experience 


Tring _according 
ot 


record, 
Box 3124 Ad Weekly 180 Ficet | St bc4 


Technica! Agency 
Must “capable oft visualising when 
Necessary and also producing fiest class 
| iayouts, Write fully to 
3342 Ad Weekly 190 ect St St BC4 


_ Bxperienced man required 
End 


PRODL« TION, Young to 
take charge of Copy Despatch in West 
Pad Agency Position will carry good 
salary aed Prospects. Write fully stat 
ing sec, ~ experience and salary 
cequire 
Box Ad. Weekly 180 Ficet St 

class man 

End Technica! 

be capable of carry- 

ing Out adaptations, etc Write fully te 
Box 334) Ad. Weekly 180 Fleet St BC4 


DAVID JUDD ASSOCIATES LTD. 
require another male or female 
FIRST CLASS 
GENERAL FIGURE ARTIST 


Ability to do an 
ad not Only 
those with Studio or Agency 
experience capable of earning 
£850 ao year need apply to: 

175 PICCADILLY, W.! or 
phone MAY. 5560. 


LEADING LONDON AGENCY 
young Visualiser Layout 
on Accounts 
able of working on bis 
producing quick clean rough for al! 
media. Hours 9 S-day week 
Superannuation scheme in force. Picase 
reply giving age. full particulars of 
expericnce and salary rcquired to 

Box 3338 Ad. Weekly 180 Fleet St BC4 


requires 
man t work 
Must be cap- 
own initiative 


STUDIO 


REPRESENTATIVE 
REQUIRED 


First class opportunity for young man with energy and 
initiative. Good working knowledge of advertising essential. 
Write in first instance giving full particulars. 


IRWIN LIMITED 
GOUGH SQUARE, 


LONDON, €E.C.4 


Sex 3329 
Advertiser's Weenly 160 6: 


BLACKPOOL business 
years practical experience in adver- 
tising having established = clientele 
amongst Principal Hotels and Boarding 
Estabipoments in Blackpool 

Annes and Fylde Coasi, « 


man with 20 


ARTIST (maic) 29. secks emp oyment 
Experienced cartoons com. Good 
une and tone and figure work vould 
like post where ideas and creative 
ability could be utilised 
Box 3314 Ad, Weekly 180 


ASSISTANT ADVERTISING MANAGER 
Ascd 33, well educated 
asppoimtmem with an industrial 
ansation in London or 5.E area. 

years cxpericnce of class 
design and administration in cxhibi- 
ion, display and general ad) crusing 

with studios and contractors 
Box 3293 


seeks 
ore 


Advertiser's Weekly 180 Fleet 6: EC4 


PROMOTION MANAGER of 
Prominent periodical and book house 
free. Brilliant organiser, Under 40. 

_ Box 3315 Ad. Weekly 180 Fice: St BC4 


copywriting, lay- 
and film 
scriptwriting and produc 
Box 3316 Ad. Weekly 180 Feet St BCs 
PRODUCTION ASSISTANT. 
keen man, 35 
visualising, layout, 
DA.A.) desires fiest appointment to 
ain intensively to level of Account 
Executive. 
Box 3340 Ad. Weekly 180 BCs 


ND-TY Wrists, Private Secre- 
you 


efficient personne! 

LAYOUT AND PICTURE 
(age 25) with responsibility for produc- 
tion seeks progressive position in pub- 
ishing of advertising where experience 
of typography and printing processes 
can be use 
Box 3333 Ad. Weekly 180 Pieet St BCA 

CREATIVE DESIGNER, singic. 35, 
ll years presemt position leading Mid- 
land display studios 


Box 3326 Ad. Weekly 180 Ficet St BCs 
ADVERTISEMENT MANAGER, post re- 


quired, active 


ewapaper 
proved sales all levels 


SSISTANT ACCOUNT EXECUTIVE 
with medium sized London 
handling National Accounts, print buy- 
ing. contact, sound knowledge of pro- 
duction, secks change in similar capacity 
or in Advertising Department of 
London Maoufacturer. 

__Box 3334 Ad. Weekly 180 Fleet St BC4 


enth 
rogressive 


toma) experi 
Weekly Fleet BCs 


FREE LANCE SERVICES 
ARTISTS capabic of first class 


yut and 
art 


il life. 


If it's the week-end we can have it 

ready first thing Monday morning. 

PAD 1288 (Ext. 562). 

KATHUGH, 562, Park West, Marble 
Arch, W.2. 


WRITERS ented by Printer-Peblisber of 
he bound Crime, 


heap 
Roma Westerns. Deweive, et. 
Box Ad Weekly _180 Fleet St BC4 


Box 3338 Weekly 180 Pleet St 


BUSINESS OPPORTUNITIES 


YOUNG MAN with £500 to 
capital —a to understudy Ma: 


well established 

and 
Director- 


London area. 
4 3317 Ad. Weekly 180 Fleet St nC 


ADVERTISER 


assured 
Box 3193 Ad. Weekly 180 Fleet St BOCs 
SPECIALISED ADVERTISING 


1 aad 
relations agency requires £2,000 
additional capital nership 

able for investor 


| adminiswation. 
fox 3291 Ad. Weekly 180 Fleet St BC4 
SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 
by or letter prem 


photo-} process plant 
CARILLON PRESS LTD. 
Printers, Bour 


Boscombe 
98-100 Fleet A. 
CENwal 1740 


SALES AND WANTS 


Mode! 16 
Box Ad "Weekly 180 Fleet 
WANTED, A Aadressograph Machine 2700. 
To take Record Pilates. 
Box 3319 Ad. Weekly 180 Pieet St Bis 
PUBLISHING HOUSE (Wen » 
for sale. Magazines and Guide 


Excellent advertising comacu. 
Box 3265 Ad. Weekly 180 Fleet St 


A LEDGER POSTING MACHINE, 
National or emington 
246 Bethpal 


BiShops- 


(own 


ondon Office: 


FOR SALE. Exhibition Doi Doll's House. 
architecturally designed, double-fromed. 
iwo-stareyed, double« 

MOUantview 9267. 


electrically 


wired. 


20—4040—80— 100 Drawer Capacity 
70/- per 20 Drawer Unit others pro-rata. 
4.5.5. 49 TATTENHAM GROVE, EPSOM 


Catalogucs 
fies. Seck additional 
3228 Ad. Week y 180 Ficet St BC“ 


WANTED FIRST CLASS Free Lance 
Art ime retouching still 


inclusive 


Bor Weekly FPicet St BOS 


PRINTERS 


OLD ESTABLISHED PRINTERS, pro- 
Gucing good quality periodicals. now 
for two or three 


(Continued on page 572) 


*Phone your Classifieds to CHA 8844 (Ex 25) 


AS \ = 
APPOINTMENTS VACANT = 
Roughs, layouts or finished ant work 
m2 fashions and lettering manuscripu. 
@us need 
= young ambitwus graduaic Agency 
| of advertising 
| Agen perience Must have sound 
4 know icdg { typography. Write stating 
| qualifi ms and salary required to 
| 4/7 Salisbury Court, 
| of ek operate in this area. Own centre of 
aes Po good town office, car and ful) ume services aie 
available. Write to 43, London Road 000 
Blackpoo 
spacesaicsmen in on Adver 
Department . known 
Con sala - Box 3327 Ad. Weekly 180 Fleet St BC4 
obtain | and COMMERCIAL ART AND 
Well established business, coming 
vonal capital, invites contact an 
: individual or another organisation for Ae se 
| amociation and development. id 
Box 3328 Ad. Weekly 180 Pieet St 
ADVERTISING CONTRACTOR and 
Biliposting Company will undertake 
seasonal coastal campaigns, will wel- 
: come any inquiry srict confidence 
} PUBLICITY EXECUTIVE \xed 
Dus 
| 
| 
ae 
« 
need ntact Embassy Bureau 
Excel House, W wm he ce 
| 
“MASSEELEY” MODEL 21 Hot Pres 
} Machine for disposal complete with 
5 type and accessory cquipment, also 
i 
A 
Cabinets for 
Index Model Frames P 
PERFECT CONDITION UNUSED x 
Llustration Scraper or 
wash drawings ade | 
Pr 
ca | 


ADVERTISER'S WEEKLY THurspDay, Decemper 4, 1952 


Advertiser's 


S. a copy 
REGISTERED 

NEWSPAPER 


55/- (overseas) 


STOP PRESS 


COUPON OFFER 
FOR BREAD 


Free voucher offer made by 
Procea Products Ltd. to 1 — 


F.& C. 
CAN PRINT IT FOR YOU 


NEW CEREAL FOOD 


New cereal food introduced by 
Trufood Ltd. Distribution is con- 


When you are considering producing booklets, 


folders, leaflets, broadsheets, posters or maps 
P been prepared. Agents: Lintas Ltd. 

by Offset Lithography or Letterpress, let us 

work with you. ey 


told London branch, I 


A lati 


agers yester- 

| day (Wednesday). “To live we must 

sell, and to must ——- 
ture w are w 


We are specially equipped to do that quickly 
and well. 


this year’s offer by 
In addition to the actual machining (day not 


now being made for another “attrac- 
tive offer” for 1953. Scheme will 
be beneficial to newsagents as well 
attracting new subscribers, it is 


and night and in several colours together 


where the design permits) there is binding, 


embossing and blockmaking, all in the one 
William 4. appointed 
Works—all making for economy and delivery director of Janus Ltd. (Advertising) 


to time. 


Ronald Booth Ltd. 


Fosh & Cross can print it for you at 80-92 Mansell Street, 
Aldgate, London, E.1, if you will telephone Royal 1731 


Published the Proprietors, BUSINESS PUBLICATIONS, Led.. at their office at 180, Fleet Street. London, E.C.4 (Phone: Chancery 6844 ) = 


ember 4, 1952. Printed im England by Staples Printers Limited at their Great Titchfield Street, London establishment. 


| 
4 
ve 
‘ special sales campaign. Coupon & 
5 valued 7d. can be exchanged for one ie 
f Believed to ier for 
bread. Agents: Dorland Advertising 
Ltd. 
~ 
4 ate 
J 
te board Legget, 
4 | icholson & Partners Ltd. a 
| 
| Stuart Advertising Agency ap- 
| pointed for Sherwoods Paints Ltd. 
| of Barking. 
| Leeds office of Gee Advertising 
| Ltd. for Motor Distribo- 
tors Ltd. of Leeds, also for 
t 


